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Rou hy Proofs TESTS PRODUCT Broker Goes Whole BREAKS TRADITION 
ANNOUNCING 


Hog on Promotion: 
oppage of imports of foreign-type A NEW SOAP ! g , 
— rv amommumenemeoreunme Releases Report 


No doubt you’ve met some of the 
big ones 


Due to the war, National Dairy 
products says in its annual report, 


‘i THIS 1S HOT A CONTEST! te every 


ee ape | package of Mercury Seop yor get « Merrill Lynch Follows 


Trede end Trevel Coopen FREE 


oe Oe 


| Advertising with New 


Advertising agencies are asking 


that radio programs continue on ae pan a. A oe sit Break with Tradition 
standard time during the summer * et ® Fe ns br encase te : : i 
months. They hope daylight sav- Sats | BY IRWIN ROBINSON 
ing will really mean something to —, ~ New York, March 27.—Tongues 


s vate = bad 


wee 
Sutrisshy 
Bee3 
3 ee emma 


advertising golfers. wagged and heads shook incredu- 


lously in Wall Street late last spring 


” 7 when Merrill Lynch, E. A. Pearce 

eye +h | —i ences & Cassatt, largest member of the 

Media reps everywhere read with ust nde = hd sae oe 

a twinge of pain that story reporting MERCURY SOAP . neg ce . 7 og poe ee, pen 
that Lea & Perrins is getting such closed plans for a newspaper an 


Newspaper copy for Merrill Lynch which 


Sues Collier 
Family for ‘Free 
Advertising’ 


Street Railways Ad 
Company Trustee Seeks 
$1,359,000 


New York, March 26.—The color- 
ful career of the late Barron G. 
Collier occupied the spotlight again 
here yesterday when John Gerdes, 
trustee of the Street Railways Ad- 
vertising Company, filed suit in 
supreme court in ané_ effort to 
recover $1,359,000 from the Collier 
family for alleged “free advertising” 


s fine results from its small-space ads. | Theobald Industries, Kearny, N. J., 50. | ™@8azIne campaign designed tO| makes a clean 
; yoor old tallow maker, attempts to break ;remove financial advertising from 
a into the consumer field with a new gran- |its conventional groove and to usher | 


a ulated household soap, Mercury, now | in a new merchandising era for this | 
The Fairbanks, Morse stoker cam- + y 


, , being tested in four New Jersey coun- | field. H m F n hi n 

§ paign was visualized for the dealers | ties. For further details, see the new This week the hum of excited 0 e ur iS | gs 
® with the assistance of “girls garbed| “test campaign” feature on Page 4 of | voices was heard again in the city’s 

in smiles and not too much else.” this issue. \financial district Merrill Lynch 


Just another demonstration of stoker broke with tradition even more vio- February Sales 
efficiency. N N p d llently by going all-out in its public 
+ a. # of { |relations activities and releasing the 

1; a f the disti ame, r0 uC V \first annual report ever issued by Near January Peak 
Clare oom is one © the distin- la member of the Exchange, listing 


guished ladies who are testifying in p { t d b F 4 ke a . a = 
. “igi ‘ profits, losses and all other detailed 

behalf of Columbia records. If the ro eC e y alr |operations data. The content of the 2,000 Wholesalers Re- 
a ema oop eee — lreport was humanized from begin- 
phonographs, she must have learne | ning to end, and while this treat- 

something about time management Trade Says Court ment drew paeans of praise from ing Prices 
rom the management of Time. ’ financial observers, what interested 
them particularly was a full account| Chicago, March 27.— A substan- 


break with generally 
accepted financial advertising. 


= 


lup 20.3 per cent over 1940 =r 
according to a survey of 1,982 
wholesale lines of manufactured 


glad the railroads will still be run- ; ; . ic rrchan- 
ning. White Plains, N. Y., March 25.—| ,, 25 highlights of this merchan 
Mod ae a “| dising project are illuminating: 

The purpose of a fair trade law is Fesiak the test oles tameiin of 
to protect the trademark and good ih ton “ vn am . sianeon goods, reported by the Merchandise | 
} The distilling industry, it is re- | will of a manufacturer who markets | rn Benn e Sagar Bate Tgiens tei Mart, Chicago. February sales 
ported, is unanimous in opposing the |a branded product, but this protec- | 1: 2.842 eo _ a : pong oe a sory were only 9.7 per cent below Jan- 
legalization of 60 proof whisky. |tion does not extend to the mer- lof. siel Z 10. asa aan 7 sal a oe uary, one of the two peak months 
, . P Cg mw ae ll cl  lClCU OWS Beene wSese G cas H 

They stand united with all consum-|chandising of the same manufac- | — W 1 accounts. 


,  @ 


Tl fi d it: t f in home furnishings buying, the 

ers with hair on their chests. turer’s product under a_ private th “ t rary ve : — 9g Ne io ve — showed. 
brand. ina 2 an — pen rt ow Se Percy Wilson, managing director 
a a This principle was laid down here toc ae Sten per cent) of the Merchandise Mart, said 


|in the first quarter to 10.8 per cent | retail store buyers were reported 


to be making every effort to in- 
crease inventories and protect con- 
sumers should production curtail- 
| ment continue 


Quaker Oats is busily engaged in eels thaet Tectioe Ween th} in the last quarter. Thus far this 
introducing the idea of bread con- oe pce an se Weietien | year 3,000 new accounts have been 
laining oatmeal. Now if somebody Par —s oe vs 4 oe tom saaeaie ~~ opened. 
will work out a plan to enrich the ra m ‘ ~~ 7 oo ve : an , nie | The advertising program for 1941 | 
loaf with a little or: “eect gi . |junction restraining Bloomingdale | . 

at with a little orange juice, this ; ae : ; i\has been expanded and, unless 
breakfast problem will be licked. Brothers department store from 


> ’ s cr Furniture Sales Lead 
selling Pinesbridge smoked turkey | unsoressen development: ve | ; : , 
t ¢ less than the @8-cents-a- the current appropriation will prob-| Reports from the 1,982 lines 
. ¥ F | PS "= ° " “,.|ably move beyond the $200,000|represented in the Mart gave 
jar fixed price, despite the store’s 


“Thanks—Bi : ca age aa mark. . February's outstanding sales record 
in Radio ide tencentnnn ty on gpm gt garg nr From the outset Merrill Lynch |to furniture manufacturers. Sales 


Kraft Music Hall star. You're wel- | competition of R. H. Macy & Co. (Continued on Page 33) COURIERS OF FUGE 28) 
ome, old boy, provided you quit|The latter offered the identical 
talking about your race horses. |}product for sale, manufactured by C7 N WwW aS 
|Pinesbridge Farm but promoted Last Minute e Ss Fl hes 
7, ve junder Macy’s Lily White brand Zi k d Wheel F Sal T fi i 
_ The National Committee for |"*"™© —m va k + ae "2 Frank 7. Zink = a. ce-president 
Planned Parenthood is running copy Doubts Intent of Law ew rk, arch - a ° » U rec y vice-presic ’ 


|and Willard C. Wheeler, supervisor of service for N. W. Ayer & Son, 
| have formed Sales Traffic Digest, Inc., to furnish a new type of statistical 
service for marketing executives, agencies and publishers. Monthly re- 
ports will be issued on retail sales in 276 trading areas, sales forecasts 
for 90 days ahead, and other interpretations of trends. 


the newspapers, talking about| The court pointed out that it | 
re birth control. But why don’t | | Bloomingdale’s wished its customers 
80 direct to the market through | to have the Pinesbridge products at 
id Life or Parents’ Magazine? a lower price, “it is perfectly free 
|to dispense them at that price pro- 


vided the good will of the plaintiff! Went) Pa-Pi-A Expands Campaign to Push New Name 
A \ lovel ly blonde is being used to is not used in connection with such New York, March 28.—Expansion of its campaign to announce change 
licize RCA “preferred type” | sales.” The judge added the defen- of its name from Vanti Pa-Pi-A to Par was disclosed today by Par Bev- 
de But don’t they expect to get t | dant could separate the physical erage Corporation, affiliate of Hecker Products Corporation. First copy 
property which he owns from the was released in New York papers, with Florida dailies next. Spot radio 


good will which is the property of and 24-sheets will also be used. Erwin, Wasey & Co. is the agency. 
another and then sell the com- 


v,vwey |modity at his own price, provided 


a A 


y OUsiness from the prospects who 
ppen to be brunettes or redheads? 


New Campaign for Sinclair Breaks in April 

Gift of Caron by movie harlot is New York, March 28.—First copy released by Hixson-O’Donnell for 
“Use of suit,” headlines ADVERTISING Sinclair Refining Company will appear late in April in Collier’s, Liberty, 
“&. But. after all, even a harlot DIRECTORY OF FEATURES | Life and The Saturday Evening Post. This schedule, featuring a na- 


| 


(Continued on Page 33) 


¥ de expert in something besides Ad-libbing 12| tional defe nse theme, will be continued throughout the year. News- 
“T specialty. Basic Business Index 32 | paper copy will be placed in key markets in cooperation with local dis- 
| Business Digest 29 | tributors. Outdoor, spot radio and motion pictures will also be used. 
a I I Earnings 20 | A 
To get a letter, write a letter,” | Editorials 12 Packard to Add Ultra-Modern Model to Present Line 
. sbests the Eaton Paper Corpora- — nag ag ‘ = Detroit, March 28.—A new Packard model, departing radically from 
. borrowing a successful Man- Sisentes ne 33 | Previous Packard styling, will be added to the 1941 line with a public 


But why pick on the mail- announcement April 2, following a meeting of distributors here April 1. 
First magazine copy will appear in The Saturday Evening Post April 26. 


Newspaper copy will appear as cars become available in each area. 


Raines 
~, Photographic Review 
Rough Proofs 

Copy Cus. Voice of the Advertiser 


port Heavy Buying, Ris- 


. . . 
an I - ' Minimum Price Does of how the company fared as a| tial out-of-season buying spurt, due 
Aircraft companies say, “All first- Not Extend to Private | result of last year’s advertising| to threatened shortage of goods in 
‘lass mail by air—it’s coming.” But venture. the home furnishings industries, 
Some congenital reactionaries are Label Spent $140,000 for Advertising boosted February wholesale sales | 


in subway and_ elevated’ cars 
handed out by Mr. Collier in behalf 


| of several companies, some of which 


ihe controlled. 

Defendants named in the action 
were Juliet Collier, the widow; 
| three sons, Barron G. Jr., Samuel 
lc, and C. Miles Collier, and Charles 
M. Collier, a brother of the car card 
magnate. 

Heading the list of beneficiaries, 
according to Mr. Gerdes, was the 
Charles Marchand Company, manu- 
facturer of hair wash and other 
toilet goods, which allegedly re- 
ceived $670,000 in free car card 
space. The alleged advertising 
largesse cited by Trustee Gerdes 
occurred, for the most part, between 
1935 and June, 1940, when the 
begrwed companies filed a_ petition 
of bankruptcy. 

Others Listed 

| Other advertisers listed were: 
| Dame Nature Company, $102,888; 
| Fillmore Corporation, formerly 
| know n as American Ammone Com- 
| pany, $86,833; Ridgway’s,  Inc., 
| $47,708; Collier - Florida Coast 
| Hotels, $43,209; Tishman Realty & 
Construction Company, $28,350; 
Parkanlex Garage Company, 
$17,355: U. S. Skour-Pak, Inc., 
$15,179; Spear & Co., furniture, 
$16,544; Stumpp & Walter Company, 
seeds and bulbs, $5,601; Polygraphic 
Company of America, lithographer, 
$7,431. 

Lumped together under an item 
lof $301,405, Mr. Gerdes listed these 
\seven publishers: Street & Smith 
Publications; Sales Management, 
Inc.; Motion Picture Publications; 
Fawcett Publications; Parents’ In- 
| stitute, Inc.; Esquire, Inc.; and New 
| York Enquirer, Inc. 

Each of the defendants in the suit 
is scheduled to appear in supreme 
‘court here on April 4, asking that 
ithe complaint be dismissed for lack 
of sufficient evidence. 


BobWhite Ready 
to Distribute 
Frozen Coffee 


New York, March 27.—Following 
a year’s experimentation, quick 
\freezing coffee was today  pro- 
nounced ready for consumer distri- 
bution by BobWhite Frosted Foods 
|Corporation. The coffee will be 
packed in airtight paper oags lined 
with Pliofilm and housewives will 
be instructed to keep the package 
in the refrigerator for best results. 

According to A. C. Jones, Bob- 
White president, the quick freezing 
of the oils in coffee is “the best 
preservation known to science to- 
day.” After it is roasted coffee has 
a 35 per cent oil content, he ex- 
plained, and it is the rancidity of 
these oils following exposure to air 
'which is recognized as staleness. 
In the BobWhite technique, the oils 
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2 ADVERTISING AGE March 31, 194, 
= _ — aaene eee _ - — ——- —— = ene — — - ~ $e 
seal out the air when frozen and Company is promoting Lips in three . . Even the arrangement la 
accomplish the same _ results as HOT STUFF magazines in the United States and To Air Grievances |information is covered in th¢ = 
when fish, with their heavy oil con- | 50 newspapers in Latin America and |posed rules. The tentative regule. 
tent, are quick frozen, or meats, | the Philippines. The local campaign e tions require that mandatory ;, 
poultry and vegetables. will continue through June and the at Hearin S on | formation “be set forth ¢ nsecy. 
For the present the frozen coffee | newspaper drive throughout the en- g | tively, in immediate conjunctic 
will be processed in New York and | | tire year. | with each other, and in type let 
shipped to BobWhite units in other | Introduced last fall by Pond’s, ° | tering plainly legible and co; Dicy 
areas in 100-lb. bags, to be re-pack- | Cc Lips is described as “the lipstick that 00 a e Ing ct ous.” 
aged in one-pound bags retailing at | stays on longer” even under the he private-brand situ n 
29 cents. Later, when volume jus- | pressure of a romantic situation. The| Washington, D. C., March 27.— | also taken into account. f th 
tifies it, local units will install their | Wo five lipstick colors are listed under | Retail and textile interests whose | "ame of any person other t th 
own equipment. : chews tw } " * | the heading of “stagline shades.” On| objections were overruled last Oc- manufacturer appears On the lab, 
The BobWhite direct selling sys-| ‘4 ”’* * ee aqme SS the magazine schedule are Made-| tober when Congress finally passed | it must be made clear that that per. 
tem is in operation in New York,| » ~. yg Dagar’ |moiselle, This Week and Vogue.| the Wool Products Labeling Act will | 5°" is not the manufacturer. 7, 
New Jersey, Pennsylvania and | _ | With the exception of one full page,| have their final say in the matter |information is to be given by ;; 
Ohio. two color insertion, copy is quarter | next week when the Federal Trade | cluding text such as “manuf: ctury 
——— | page. | Commission begins hearings April 2 | for” and “distributed by.” 
Johnson & Johnson Lips, priced at 10 and 25 cents, is| on proposed rules for administering | Se 
: ‘ | |sold through department and drug | the law. Owen Leaves Kudner 
Airs Show for Band-Aids ne |and syndicates stores. J. Walter | The act becomes effective July 14, r 
Johnson & Johnson will take to} ,. mates eae Utes acacia Thompson Company is the agency. | 1941, nine months after its passage, for White-Lowell 
pcoPne a Be tary # ced ee Bet toons onaiane teatesel | Se but rules for its administration and | ae s. Pigs rte executi 
eaturing oro y ligalien In be- = . > _— 7 iwi ner oO Nation 
half of "Band- Aids. Auneation as| ., P ‘ Advertising Claims for agp cone get agg Bet | Distillers py eae pele a 
the “Voice of Broadway,” the news- | Lips copy — hot, in a sur- Absorbine Modified | by in orc caine tits saath. have |Join White-Lowell Company See. 
paper columnist will be aired Satur- | a ae ee ee 6 : . : _ poo lhe vy: |retary-treasurer. The agency’: nam 
day from 11:30 to 11:45 a. m. over | <ssintamimeniniis Washington, March 28.—The Fed- | been greeted with widespread criti- | will be changed to White, Lowel]; 
59 stations of the Columbia Broad- | . eral Trade Commission has accepted |cism from retailers and textile|Qwen. Harold A. White con: nw 
casting System. Young & Rubicam | Romantic Copy a stipulation from Ww. F. Young, Inc., manufacturers. These objections|as president and Mortimer Lowe 
is the agency. ° _ et ee a ee are slated to be written into the|as vice-president. 
‘ —¥ Tells Staying |ing that the product kills athlete’s record as the hearings. : Mr. Owen oe a 
Dingee Made A. M. '—7 = ‘ foot fungi buried beneath the skin Under the FTC’s proposed rules, |manager of the liquor division 
‘ 7 i ddan ’ “that | labels on wool products must state | McKesson & Robbins, and pr. 
John H. Dingee has been ap- Virtues of Lips _ Future copy must point out that | Pp viously president of Browne Vin. 
: caked P hi > or ‘t kills > i fiber content, percentage of non- usty | t i Vir 
pointed advertising manager of ll New York. March 27.—Usine t | while the product kills the fungi on |" de om, | ners Company. White, Lowell 
Keasbey & Mattison Company, Am- | : a ane —vsing Me) contact, during certain stages of de-| fibrous fillings and name of manu-| Oy6n handles the latter’s advert 
bler, Pa., maker of asbestos and | lasting quality of its new lipstick 4S| velopment the fungi are inaccess-|facturer. All products must bear ing ancount ? “ihe 7 
magnesia products. |a campaign theme, Pond’s Extract/ ible to the product. |conspicuous labels, and required| The status of National Distilk 
data shall not be in small or indis- | brands directed by Kudner, incl 
tinct type. ing Old Grand-Dad, Old Overh 
One of the most controversial of | Mt. Vernon and Crab Orchard, 
the proposed rules is expected to be | NOt affected by Mr. Owen’s shift 
that relating to the use of the terms | "ak, = da ee 
“All Wool” and “100% Wool.” If New Tru-Curl Wave 
the fiber of the product is reused| Using 164 newspapers and | 
or reprocessed wool, the label must | magazines, E. Frederics, Inc., Ni 
say so and list percentages. | York, will introduce its new Trv- 
“Virgin Wool” Bone of Contention | curl process of permanent te 


ACTIVITY—that’s an essential 
for a good major market. 
Mister, Troy is one place that has 
a powerful lot of activity RIGHT 


NOW! 


Construction activity is way up: 
phones, gas meters and express 


shipments have mounted. 


Troy's retail 


shows greatest activity 


Conditional sales contracts, 


mobile sales at new peaks. 


business 


And. 


Troy Area 


industrial coneerns 


are working night and day to fill 
millions and millions of dollars in 
defense orders placed within the 


last 6 months. 


state, 


am 
The 


Record 
city’s sole dailies, deliver this ac- 
tive market of more than 115,000 
consumers completely at a single 
rate of only le per line. 
is the Empire State’s lowest cost 


State Labor Department index 
shows Troy Area employment and 
payrolls 


TOP average gain for 


Newspapers, the 


Troy 


major market. 


index 
in years. 


auto- 


THE TROY RECORD 
THE TIMES RECORD 


The Record Newspapers 
J. A. Viger, Advertising Manager 


* 


Perhaps the most strenuous pro- 
test by retailers will be directed 
against proposed regulations for the 
use of the words “Virgin” and 
“New.” FTC plans to ban their use 
when reworked or reclaimed fiber 
makes up part or all of the content. 
Retailers claim this places a pre- 
mium on “Virgin” wool, as defined 
by FTC, whereas products made of 
reprocessed yarns may be superior 
|to those made from inferior grades 
of “Virgin” wool. 
| 


during the first week of April 


| use of metallic salts, now gener 


|}employed in permanent waving, bh 
|been eliminated, thus removin; 
what is said to be the major caus 
of stiff, brittle hair. 


New York, is the agency. 


New Account for Korn 
| Brentwood Sportswear Mills, Phi. 
|}adelphia, has appointed J. M. Kor 


H. W. Fairfax 


& Co., Philadelphia, as advertisix 


| counsel for Brentwood 


| pers will be used. 


sweate 
National magazines and business pi- 


$10,200 IN BUSINESS ORDERS 


*~ fi rom a $45 Advertisement 


The Duophoto Corporation of 


New York ran a 3! 


tisement in the March 1940 issue of Dun’s Review. 


»-inch adver 


Of the returns from this advertisement, Mr. William L. Sachs. 


Director of Sales, wrote, on March 1, 1941: 


“_* * 


we received no less than 300 inquiries.” 


. about 50 from corporation presidents and 


approximately 100 more were from other offi- 


cers of large corporations.” 


approximately $100 to 


‘, . . 68 Duophoto units, ranging in price from 


$300, were sold.” 


This is another illustration of the responsiveness and profital 


of Dun’s Review advertising. 


Business Replies in 17 Days,” 


Further evidence availab! 


“87 Executives Replied to 


Advertisement,” and “One Horseshoe is Good Luck.” 


Dun’s Review reaches 20,523 presidents and some 26,497 


ness 


’ 
At 


her 


executives. 26,619 are manufacturers. 47.4°% of the compan 


are rated over $125,000. 


Sample copy of the magazine; circulation breakdown, by titles, t p¢4”™ 


size of businesses; above reprints, etc., will be sent to those inqu 


business letterheads. Dun’s Review, 290 Broadway, New Yor 
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ADVERTISING AGE 


Wuew a MaGazinE which has grown great in the 
numbers of its readers attains a milestone in its course, 
it is proper that the direction in which it moves should 
be redefined. That the principles which guided it be 
reaffirmed in terms of the pattern of its times. 


The American pattern is stitched in bold out- 
line and raw colors. It was woven of many peoples. 
Great natural wealth gave play to human vice as well 
as virtue. The carpetbagger and the bootlegger are 
threaded into it along with Washington and Lincoln. 
Greed and graft are traced in its fabric beside the 
heroism of Nathan Hale and the nameless dead of 
Gettysburg and the Argonne. 


But despite the lynchings and the land grabs, 
beyond the privateering and the patriotic shouting, 
there runs through all the pattern a recurring motif — 
a gleaming thread less visible in the historical tapestries 
of other lands. It begins with the first settlers; it was 
bright at Lexington and Valley Forge. It lighted the 
dark and bloody way of the pioneers. You can see it in 
the frontier forts and the boom towns, in the mining 
camps and on the unfenced range, in the factories and 
on the streets of the cities. 


Call it “the rights of man.” Call it “the spirit 
of ’76.” Call it “democracy.” Call it—liberty. By what- 
ever name, it is the principle which gives meaning to 


Na ha 


our way of life. The deep belief in the rights of the 
individual, in the essential decency and dignity of man. 


Liberty, the magazine, is edited in the interest 
and image of the individual. It is published for people 
— not as bankers or grocers, housewives or railroad 
presidents, but as individuals and humans. As husbands 
and wives—not occupation groups; as youths and lov 


ers, rather than income curves. 


Liberty believes in “The American process” 
the democracy of the marketplace in which a president 
smokes the same brand of cigarettes as his chauffeur; 
in which a wage-earner can own the very car he helps 
to build. A working democracy that is battering down 
barriers of class and mass, and is making Americans a 
more united people. 


Liberty has earned its place in the American 
pattern because it thinks of its readers as people, be- 
cause it aims its whole content at the whole people. 
Liberty, itself, is thus an example of the American 
process. Its readers are found in every walk of life, in 
naturally accurate cross-section of people as they are. 
But because Liberty reaches an executive or a house- 


wife as a person, as an individual American, its readers 


have a common denominator of personal and public 
interest. Their common belief, their faith, make them 


important in the pattern of our times. 


‘ 
‘ 
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advertising in the particular news- 


paper is not assured beyond that 
period. 
“Second: In some cases part of 


the appropriation is held in reserve 


Four A's Hit 
PNPA’s 90-D 

.) a ay and less space used because of the 

possibility of a rate increase, which 

the advertiser cannot definitely 

ause rea foresee. Often these reserved funds, 


although appropriated for news- 
Pa., paper advertising, are actually 


Harrisburg, March _27. 


Ninety-day cancellation clauses in never spent. 
advertising contracts, viewed as “Third: If no such reserve is set 


up and some paper or papers in- 
voke the cancellation clause to 
raise rates, linage must be cut or 
some newspaper contracts cancelled. 


“desirable” by the Pennsylvania 
Newspaper Publishers’ Association 
at its annual convention this year, 
are “a real obstruction” to large- 
scale advertising, W. A. Fricke, of 
the American Association of Adver- 
tising Agencies, declares in a letter 
to the Pennsylvania publishers’ or- 
ganization. 

In the letter, which the PNPA has | 
referred to its national advertising 
committee, Mr. Fricke, in behalf of 
the Four A’s, said: 

“Many agency men with whom 
we have discussed these cancella- 
tion clauses consider them a real 
obstruction to the wider use of 
newspaper advertising. 


form practice 
guarantee rates for one year. 
encouraged a steady flow of na- 
tional newspaper advertising by 
facilitating long-range planning. 
“In the mutual interest of na- 
tional advertisers and publishers, 
{the Four A’s newspaper committee 
has for several years recommended 
that publishers return to the tradi- 
tional basis of guaranteeing rates 
for one year.” 


of newspapers to 


Gets Liquor Account 
Distillers Warehouse, St. Louis, 
has appointed Olian Advertising 
Company, St. Louis, to handle ad- 
vertising for Glen Echo wines, 
whiskies, gins and cordials. 


Urges One-Year Basis 
“First: They deter the advertiser | 
and agency from planning more 
than a short time ahead, and, under 
the circumstances, continuance of 


“Ten years ago it was the uni-| 


This | 


ADVERTISING AGE 


Advertising Promotions in the Test Stage 


——- — 


| 
| 
| 
| 


Double-Your-Money 


Offer Tested for 


Imperial Whisky 


Hires Pushes Big Bottle 
with Ic Sale Copy in 
Harrisburg 


| 

[Editor's Note: Recognizing the 
|great interest in test campaigns, 
| ADVERTISING AGE has always gone 
|to exceptional lengths to report 
|new and unusual tests, and, through 
‘its own editorial representatives 
|scattered throughout the country, 
|has been able to unearth scores of 
|efforts of this type before they have 
| been generally known. To make it 
easier for readers to keep abreast 
|of developments in the testing of 
| products, advertising, and merchan- 
dising plans, news of such cam- 
paigns will hereafter be grouped to- 
gether each week.] 


Chicago, March 27.—The double- 


ooking for a RICH 


Combination Market? 


Mf 


a 


OU’LL find it in the Great Northeast. Here in WGY-land you'll find a wealthy 
urban market—a market composed of prosperous industrial cities such as Troy, 
Utica, Schenectady, Albany (third highest city in the nation in per capita retail sales 
volume). One and one-half billion dollars worth of manufactured goods are produced 


annually by the industrial centers of the Great Northeast. 


And with business activity 


steadily increasing in this progressive area, the totals will mount higher this year. 


This alone means more sales to the wise WGY advertiser. 


But that’s not all; with WGY you'll reach a rich rural market, too. Each year farm 
products valued at more than 400 million dollars are produced in the Great Northeast. 


And these products come from more than 211,000 


different farms. 


WGyY is the only station that will give you complete 
coverage in this outstanding combination market. 
We'll be pleased to supply you with full informa- 
tion on WGY’'s reasonable rates and wealthy 
markets .Write us today—or simply ask at any NBC 
Spot Sales Office. Put WGY's powerful 50,000 watt 
voice to work for your product! 


REPRESENTED NATIONALLY 


CHICAGO 
PITTSBURGH 


BY NBC SPOT SALES OFFICES 


DETROIT 
BOSTON 


NEW YORK 
CLEVELAND 


HOLLYWOOD 
SAN FRANCISCO 


GENERAL @ ELECTRIC 


WY 


50,000 WATTS 
SCHENECTADY, N. Y. 


WALKER TESTS DOUBLE-MONEY-BACK 


e 
Hires makes this offer = 


LARGE SIZE BOTTLE 


Three newspaper tests currently running, for Chemicals, Inc., Charles E. Hires 
Company, and Hiram Walker, Inc., are shown here. For details see the adjoining 
column. 


| 


your-money-back offer made _ its! new way to clean,” which appeared 
first appearance in the liquor field|in black in a yellow panel at the 
this week as Hiram Walker|top of the copy, has disappeared 
| launched a new campaign in upstate | altogether. Vano, which sells gen- 
|New York markets for Imperial|erally at 29 cents a quart, is de- 
| blended whisky, following prelimi-|scribed as “a brand new chemical 
nary promotion in Michigan. The | discovery—not a soap. It is a clear, 
|copy, running in several cities, is | odorless liquid, especially developed 
210 lines on six columns, and boldly | to remove grease and grime, finger 
|asserts that it contains the “most | marks and smudges from all painted 
| sensational offer ever made on any|and enameled surfaces.” 

| whisky.” 

“No strings! No risk! Simply go 
‘to your favorite liquor store and 
! buy your first pint of Imperial,” 
| the copy says. “Try it... straight, 
lin a cocktail, or with soda... and 
lif you do not fully agree it is the 
| finest blended whisky you have ever 
tasted, you may return the partly 
emptied pint bottle to Hiram 
Walker, Inc., 630 Fifth avenue, New 
York, and you will receive without 
question double the purchase price 
paid. This offer expires March 31, 


Hires Tests lc Sale 


| A one-cent sale, in which Charles 
|E. Hires Company, Philadelphia, 
offered a six-bottle carton of its 
12-ounce root beer and a quart 
bottle, all for 26 cents, has just 
been staged on a test basis in Har- 
risburg, Pa., and possibly other 
cities. Harrisburg copy, 125 lines 
on four columns, declared that the 
offer was good for only five days 


Newskin Returns 


1941.” 
Quibblers are pointing out that; Newskin Company, Brooklyn 
' the necessity for returning the un- | manufacturer of an antisepti 


| , oY ~ y ; ~ » ’ »} 
swallowed portion of the bottle to | Waterproof covering for cuts, whic! 


'the New York office of the distiller has been absent from the ranks of 
lis a pretty safe guarantee against | Consumer advertisers for some three 
. : - inoc_ | years, Will launch its first comeback 
'much of a flood of returns, inas- | Y®@rs, Wi : 
| much as there are postal and other | trial April 1 when it takes on a 15- 
difficulties involved in shipping | minute, three times weekly segment 
alcoholic beverages. ‘of Make Believe Ballroom, using 
/only WNEW, New York. The con- 
Theobald Pushes Soap 


| tract is for ten weeks, with addi- 
; |tional promotion depending 0! 
Theobald Industries, 50-year old | oo 4. . Cann. Ericke 
|tallow manufacturer of Kearny, a cides ia 
N. J., which has been a source of; " a , a 
supply to leading soap makers, is | Pritz Also Tests 
testing a venture into the consumer | ; 
‘field with a new granulated house-| The nearness of the spring house- 
hold soap, Mercury, which is said _ cleaning season also brought a test 
to be of extremely high quality, and | Confined to New York papers for 
‘which is being fair traded at 21|Pritz, product of Pritz Wall Clean- 
| cents a package. |ing Company, New York, which has 
The product is now being sold in just named Federal Advertising 
four New Jersey counties and sales|4gency to handle its accoun! 
described as phenomenal indicate | Initial copy, heralding Pritz as i. 
expansion over a broader area soon, | Speedy, waterless dirt remover thst 
‘Dominant copy (reproduced on |can be “wiped on and wiped off, 
page 1) is currently running in occupied about 114 lines, and listec 
newspapers in Jersey City, Bayonne | Prominent local outlets. 
‘and Hoboken, and features a tie- | 
(up with Trade and Travel, Inc., | 
|New York, a new premium organ- 
| ization. 
| A premium booklet made avail- 
lable to consumers lists a wide 
| variety of tours, handled exactly as | 
|Brown & Williamson, for example, | 
| lists attractive merchandise premi- | 
ums. Coupons are included with | 
}each package, and one coupon is 
j}equivalent in value to one mile of 
|railroad travel. Trade and Travel 
|'redeems the coupons and arranges 
|tours. The consumer can choose 
|rail, bus, airplane or ship transpor- 
tation and can use coupons as par- 
tial payment on any desired trip. 


35,021,292 
IN KEY MARKETS! 


That's the average circe’* 
tion per week on 3578 c# 
in 43 key city markets 
a cost of 10.4c per 100" 
For details, write Wm © 
Whaley Co.., Washingt? 
Bldg., Louisville, Ky. 


Use Color for Cleaner 


Vano, a product of Chemicals, 


|Ine., San Francisco, is currently 
splashing with 245-line copy on 
four columns in Fresno, Oakland 


}and Sacramento papers with three- 
color copy that is likely to be ex- 
| tended if results warrant. The 
| reproduction shown on this page 
suffers from the oversight of the 
engraver in not correcting for color, 
'so that the headline, “Sensational 
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ADVERTISING AGE 


Credits Success to Consistent 
Promotion, Service to Hotels 


NATIONAL’S CAMPAIGN IN 
AHRENS PUBLICATIONS... 


A Ditch Digging Job 


Copy that commands attention . . . copy that tells 
all the reader needs to know ... copy that plugs the 
profit theme of the eight big National Distillers 
Brands, consistently, thoroughly . . . “reasons-why” 
copy that digs sales ditches for the advertiser . . . 
that's the National campaign. 


| d 
: i For the second successive year National Distillers 
s a Products have hit the jackpot in the Ahrens survey of 
t i Reed Lane drinking habits among the nation’s top flight hotels 
st @ on and restaurants. The survey is made annually to de- 
r termine which brands of liquor are being used by 
er “THE SALES hotels and restaurants as “pouring” items ... brands 
% h re served when none is specified by the bar cus- 
ne VALUE OF o_o P y 
tomer. 
ADVERTISING” - 
Take it from L. M. Hickson, National's Advertising 
; — Manager, that “no small part of the phenomenal suc- 
mn . Reed Lane, manager of National Distillers’ Hotel Department, = al : ; vA ‘ 
tic as been on both sides of the firing line. Formerly a well known cess which these brands have enjoyed in this field has 
ct hotel operator, he has been a National Distillers sales executive been due to the consistency and continuity of their 
of for four years. During this time he has made their hotel de- advertising in the trade press.” 
ee partment a highly profitable one. ; ; 7 
ck 1 ._How has he done it? Here's the answer in his own words: The lion’s share of this hotel and restaurant adver- 
It is only when a liquor is poured regularly over a bar that the s : rs bli : . Mott ; 
5 distiller gets real volume. The principle objective in our hotel tising has appeared in Anrens Pu lications. ationa 
ent and restaurant sales campaign has been to show operators the Distillers used dominating space in both 1939 and 
ing profit potentialities and popularity + oe ae oer 1940, the two years when the Liquor Survey showed 
yn- as pouring items. That’s where Hote anagement, Hote or , “tet 
di- Review and Restaurant Management have done such a superb them to be very much at the top. They haven't missed 
or job for us. This is advertising with an accent on its sales value. an issue of Hotel Management in three years, and in 
rie, many issues have used multiple pages. 
Here’s an advertiser that has proven the effective- 
ness of a sound merchandising and promotion program 
se through the trade’s top flight business papers. These 
test are the fundamentals of that program: 
for 
an 1. Well integrated sales and distribution policy. 
has 
ame 2. Continuous business paper advertising pro- 
unt 
$ 3 gram that tells all the reader wants to know. 
that 
ff, 3. Effective service to the industry. 
sted 
Your business is not different. Maybe there are 


different ways to tackle the problem from your angle. 
But this fact remains: profits and volume in hotel and 
restaurant sales are there for the taking. Let us show 
you how others have done the job. 
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March 31, 194) 


Lave. King Cole 
and Mother Goose 
Take Over Circus 


New York, March 27.—Cupid 


Love, at the usual prices, is the 
theme of the show this year and thc 


|feature attraction will be the two 
|gorillas, Mr. and Mrs. Gargantua, 
|displayed in adjoining cages with 


maintains his sway even In a war- | 


torn world and the circus will ex- 
ploit the soft spot in the heart of 
man this season by telling the story 
of love on a gargantuan scale in 
newspapers from coast to coast and 
from Canada to the Gulf of Mexico. 

Beginning next week in New 


| Goose 


only some thick shatter-proof glass 
between them. 

Another feature, to receive almost 
equal attention in the circus pro- 
motion, will be a jazzed-up presen- 
tation of the King Cole and Mother 
stories. King Cole mounted 
on an elephant will lead the parade 
and his “fiddlers three” will follow 


on another elephant. 


York newspapers, in preparation for | 


the circus opening here April 7, 
promotion by Ringling Brothers- 
Barnum & Bailey Combined Shows 
will be keyed to the tender pas- 
sion as represented by the romance 
of Gargantua, the  super-colossal 
gorilla, and his bride, M’Toto, just 
recently fetched from Cuba. _In- 
volving a record expenditure of 
$350,000, the budget tops last year’s 
appropriation by about $50,000, 
with approximately 2,500 news- 
papers on the schedule. 

With 200 show days on its calen- 
dar, the circus will be seen in 150 
cities whose inhabitants will dis- 
cover that the odor of orange blos- 
soms has rendered the smell of 
sawdust practically nonexistent. 


| here until May 4. 


Between 60 and 70 English and 
foreign-language newspapers. are 
scheduled in the metropolitan New 
York area. The circus will continue 
Copy larger than 
last year’s insertions will be used 


|/throughout the season and in New 


| lines. 


York will range from 135 to 400 
More outdoor advertising is 
also planned. 

Caples Company and J. P. Muller 
& Co. place newspaper copy here 
and elsewhere the account is 
handled direct. 


Named to Board 


| oldest 


| informal 


| pete 


Cleveland Ad Club 
Celebrates 40th Year 


The Cleveland Advertising Club, 
in the United States, will 
mark its 40th year of continuous 
service with a special two-day pro- 
gram April 4-5. 

Ceremonies start Friday evening, 
April 4, when a special plaque will 
be presented to John S. McCarrens, 
vice-president and general manager 
of the Cleveland Plain Dealer, who 
has been a member of the club for 
28 years. Kenneth Collins of the 
New York Times will be the ban- 
quet speaker. Speakers at Satur- 
day’s two sessions include H. R. 
Baukhage, news commentator of the 


| NBC Washington staff, and Henry 


R. Luce, chairman of Time, Inc. An 
dance will end the pro- 
gram. 


Announce Contest Plans 
Dealers in fishing tackle will com- 
for advertising and display 
honors during Fishermen’s Week 
April 26-May 3, according to Sport- 
ing Goods Dealer, sponsor of the 
annual event. First prize of a two- 
week all-expense fishing trip to any 


lof five Minnesota resorts is offered 
'for the best window display which 
| ties 


in with the promotion, and 


Helen Bryant, account executive | other cash prizes and awards will 
with Barton and Goold, New York, | be made for displays and newspaper 
has been elected a member of the! advertisements arranged locally by 


board of directors. 


dealers. 


Get Set For Summer 
by specifying 
THE SEAL OF 
LITHOGRAPHIC MERIT 
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‘club today. Win- 


| 


|\Competition 


—- also were announced. 


Elon G. Borton 


Receives CFAC’s 
Special Award 


Announce Winners of | 


Annual 
Honors 


Advertising 


(Pictures on Page 35) 
Chicago, March 27.—Elon G. Bor- 
ton, president of the Advertising 
Federation of America, former 


president of the Chicago Federated 
advertising 


Advertising Club, 
manager of La 
Salle Extension 
University, was 
presented with 
the Chicago Fed- 
erated Advertis- 
ing Club’s special 
award for out- 
standing service 
at a_ luncheon 
meeting of the 


and 


ners of the Ad- 
vertising Awards 


Elon G. Borton 


sponsored by the 


club for advertising produced in 


Twice as many entries were sub- 


| 
| 


——= 


Company; agency, Batten, Barton 
Durstine & Osborn. ; 


Network Radio Program: Firs 
Miles Laboratories; agencies, Wag, 
Advertising Agency, Louis G. Cowa, 
Company. Honorable mention 
Campana Sales Company; agene, 
Aubrey, Moore & Wallace. . 

Local Radio Program: Service 
Stores; agency, Goodkind, Jo ce 4 
Morgan. 

Local Outdoor Poster Campaign 
Pixley and Ehlers; agency, Salem 


N. Baskin Advertising Agenc 

National Trade Campaign: fir 
Standard Oil Company (Ind: , 
agency, McCann-Erickson. H 


10r- 

able mention, Crane Comp : ny. 
agency, The Buchen Compan, ~ 
National Trade Advertise ven; 
Hammond Instrument Com» any 
agency, George H. Hartman ‘om. 


pany. 


3.4% Spent for 


Typography: Lakeside Press, 
|Donnelley & Sons Company. 
Copy: Marshall Field & Co. 


‘Advertising of 


| Refrigerators 


| Washington, D. C., March 
|Five leading manufacturers o! re- 
frigeration and air conditi 


ing 
| equipment spent 3.4 per cent of iota] 
| 1939 sales for advertising, accord- 
| ing to a Federal Trade Commi: sion 
analysis of financial reports of com- 
_ panies representing about one-'ifth 


/of industry sales. 


mitted this year as last, according | 

}to William B. Carr, Time, Inc.,}. The FTC report showed that ell- 

'chairman of the awards committee. |'"8 ©xpenses represented 10.3 pel 
The presentation of the awards | °° of sales, with advertising the 

was well dramatized, with slide | heaviest single cost. One cent of 

films used to show prize-winning | ©Y&TY dollar went for research ind 

ladvertisements, and transcriptions | development. The net profit shown 

ipresenting the highlights of the | W@5 7.7 cents on the sales dollar. 

| successful radio programs. Two of|, The rate of return on capital 

the Quiz Kids on the Alka-Seltzer |investment averaged 10.5 per cent 


| appeared 
| designed certificates of award went | 
agencies. | 
of Mutual Broadcast- | closed were 1.3, 2.8, 6.6, 16.2 and 


| both 


| 
| 


program, along with the stars 
the Campana First Nighter program 
in person. 
and 


to advertisers 


Guy Savage, 


|}ing System, was the commentator. 


| First, International Harvester Com- | “ 
Moore &|COSts accounted for another 0.6 per 
Cat- | cent of a total sales expense of 20.2 


The award winners, selected for 
technical excellence, execution 
effectiveness, were: 

National Magazine Campaign: 


pany; agency, Aubrey, 
Wallace. Honorable mentions, 
erpillar Tractor Company; agency, 
N. W. Ayer & Son. Studebaker Cor- 
poration; agency, Roche, Williams & 
Cunnyngham. 

National Newspaper Campaign: 
Standard Oil Company (Indiana); 
agency, McCann-Erickson. 

National Newspaper Advertise- 
| ment: United Air Lines; agency, 
N. W. Ayer & Son. 

Local Newspaper Advertisement: 
| Marshall Field & Co. 

Local Newspaper Campaign: Chi- 
cago Title and Trust 
}agency, Earle Ludgin, Inc. 


Other Winners 


Single Direct Mail Piece: First, 
| Lakeside Press, R. R. Donnelley & 
Sons Company. Honorable men- 
|tions, E. Edelmann & Co., Mont- 
| gomery Ward & Co. 
| Direct Mail Campaign: Hitchcock 
| Publishing Company; agency, Com- 
mercial Advertising Agency. 

Advertising Portfolio: Speci 
Award, Abbott Laboratories. 
| National Outdoor 


jagency, Charles W. Wrigley Com- 
| pany. 

| Single 
Standard Oil Company 


National 


Regional Outdoor 


paign: Griesedieck Bros. 


Outdoor Poster: 
(Indiana); | 


Poster Cam- 
Brewery 


Company; | 


Poster Cam-| insertion, sponsored by Blo 
| paign: Wm. Wrigley Jr. Company; | 


of for the five companies, whose iden- 
| tity remains an FTC secret. Three 

Handsomely |of the firms had return rates well 
c . | 


‘low the average, and two well 
The 


above. individual rates dis- 


24.6 per cent. 
In a similar report on 12 gypsum, 


and | asbestos and roof-coating manufac- 
c | 


|turers, the advertising expense was 
‘shown to be 2.1 per cent of total 
lsales. Research and development 


|per cent. Average net profit was 


11.1 cents on each sales dollar. 


Junior Ad Club Promotes 
“Los Angeles-Made Week” 


|_ All media will be used by the 


| Junior Advertising Club of Los An- 
|geles in promoting “Los Angeles- 


Made Week” in cooperation with 
the Downtown Business Men's As- 
sociation. 

The week, to be observed May 
12-17, will point to the variety and 
value of locally - manufactured 

| products which consumers can Duy 
jin downtown Los Angeles stores 
Ten committees were named % 
handle the campaign, which in- 
cludes use of radio, outdoor, maga- 
zine and newspaper advertising, 
store displays, direct mail and 


transport ads. 


Offers Canned Food 


Los Angeles, March 28. — Hivtca! 
i\Corporation, Los Angeles, h® 
| started distribution of its pro 


41| canned food which requires ! heat 


| for heating, in the East. T! 
dale’s, New York, broke tod: 
package consists of one can 
janother with a chemical 

tween, which heats on conta 
air. The product was introduced 


the West Coast recently and ‘5 U 
for expansion to Newark 50” 
Beans, spaghetti and } ar 


coffee are available now. 


| 
| agency, McCann-Erickson. 
' 


KECA 


EARLE C. ANTHONY, INC. 
NOW 790 KC 
LOS ANGELES 


5000 Watts De) 
CP 5000 Watts Night 


. NBC 


~ FREE & PETERS, INC. 


/ Exclusive National Represent 
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1941 ADVERTISING AGE 


- 


Have you explored the extraordinary 
buying power of The MMERICAN HoME 
market for your products? 


bv big kitchen spenders also have big clothes 
closets . . . medicine closets . . . garages . . . and 
pocketbooks. 


They’re not only good targets, but your every shot lands 
home in THE AMERICAN Home's “all-planning” pages. 
Advertising is part of the entertainment, not just the com- 
mercial. 


More families today want this kind of editorial and ad- 
vertising guidance: with nothing but ideas for a rich home 
life (and more pages of them than any other major maga- 
zine) THE AMERICAN HoME has grown in the past 8 years 
‘rom 300,000 circulation to over 2 million families today. 


he Government Consumer Expenditure Study showed that 73% of all food 
lars are spent by the “top” 589% of families with over $1000 income. THE 
MERICAN HOME is more concentrated among these “top” families than any 
‘per major magazine. (Starch) 


The AMERICAN HoME 
family’s food bill 
is $491 a year 
+». compared with only 

$305 for the 


average U. S. family 
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Advertising oe, joes Hearst because of the| — ONLY ONE LINK IS MISSING HERE Commerce Aid fo, 
paralleling the publisher’s career. 

But ‘Citizen Kane’ JUST ADD GUESTS 


Observers pointed 


matter has progressed 


Not Yet Released 

New York, March 26.—To release 
or not to release “Citizen Kane’’? 
That is the question that keeps 
RKO-Radio Pictures executives 
awake these nights. 

Despite the fact that gossip in | 
movie circles has insisted for weeks | 
that the picture has already been 
ditched, a spokesman for RKO dis- 


to the release of part of 
advertising campaign, 


published in national m 


Original release date 


closed to ADVERTISING AGE today hs " ‘ : 

: ; = ar 4 ~ | Kane” was Feb. 28 and in prepara- 
that a definite decision will be|,: 
a yee ' a tion for 
reached within a few days when) i. agency handling the promotion 
George Schaefer, president of the | a6 Pe B F : 


company, arrives here from Holly- | 


out that the 
status of a business decision and has 
become a public issue, 
praise bestowed in reviews already 


the usual ballyhoo attending a new 
production in fan publications. 


Magazine Copy Has Run 


this event Donahue & Coe, 


| issued insertion orders for full pages | 


beyond the 


due chiefly 
the picture’s 
the lavish 


agazines and 


for “Citizen 


Budweiser - 


Everything is all set, according to this new 24-sheet for Anheuser-Busch, designed 
by D'Arcy Advertising Company and produced by Forbes Lithograph Company. 


Small Business 
Nearer Reality 


Washington, D. C., March 25_ 
Department of Commerce plans 4, 
the establishment of “business yp. 
search stations” in each state to ai, 
small business gained added syp. 
port here today when a bill was jp. 
troduced in the House by Rep. J. ¥ 
Robinson, Utah Democrat, ur 
the enactment of such legis!,t tion. 

The Robinson proposal, H. p 
4165, is identical with S. 1135 intr). 
| duced in the Senate last week py 
| Sen. Morris Sheppard. Both ary 
| amended versions Of bills intro. 


ANHEUSER-BUSCH 
SAINT LOUIS 


wood to discuss the situation. in Collier's, Life, Look, Time and 
The Saturday Evening Post. These M P 
Becomes Public Issue ‘ads, which appeared in mid-Feb- ANA Spring eeting 


ruary, were to have been followed 
The film, produced and directed | py newspaper copy as the picture 


by Orson Welles at a cost of more| was exhibited in key 
than $1,000,000, is said to have) | total campaign was to h 


whipped up the wrath of William | an expenditure 


RECONSTRUCTED ADVERTISING 


of Business Paper Advertising 


BRAD-VERN’S REPORTS !'531,v0er, wok] | very 


| tion. 


ithe postponement of the 
actual release has acted as a brake 
on the newspaper go-ahead. 


to say, the picture company 
anxious to discuss the situa- | 


Set for May 12-14 


The spring meeting of the Asso- 


cities. The |ciation of National Advertisers will 
ave involved | be held at the Westchester Country 
of $125,000. But 


Club, Rye, N. Y., May 12-14. 

The ANA will hold its fall meet- 
ing at The Homestead, Hot Springs, 
Va., Oct. 22-25. 


picture’s 


Meanwhile Donahue & Coe is — Seer? pee 
SCHEDULES marking time pending a decision | Publicity Club Moves 
Tells the Who-Where-When & How Much | by RKO-Radio Pictures. Needless 


The Publicity Club of New York 


isn't | has moved its quarters to the Hotel 


| street. 


t= | 


HE place to get volume sales is in a volume 

market. Houston is the volume market of the 
South, topping all other Southern cities in retail 
sales, as the figures below, from the 1940 cen- 
sus, show. 


The Chronicle SELLS Hous- 
ton—2nd fastest - growing 
U.S. big city 


Only one other big city, 
Washington, grew faster 
than Houston during the 
decade of 1930 to 1940. 
Houston grew 32% in pop- 
ulation—but The Chronicle 
grew 69°% in daily City Cir- 
culation during this same 
period. Think! The Chron- 
icle’s circulation growth 
more than doubled the city’s 
population growth! And— 
The Chronicle has been the 
Houston leader in Circula- 
tion for 28 years! 


S oy 
ww re SOUTH 
in RETAIL | 

SALES in 
1940 


THE 10 LEADING SOUTHERN 
CITIES IN TOTAL RETAIL 
SALES: 1940 U. S. CENSUS 


Ist HOUSTON . .$193,965,000 


2nd Dallas ..... 172,904,000 
3rd Atlanta 172,279,000 
4th New Orleans. 157,062,000 
5th Memphis 135,486,000 
6th Louisville 131,004,000 
7th Richmond ... 108,306,000 
8th Miami ..... 103,215,000 
9th San Antonio. 103,028,000 
10th Birmingham. . 100,136,000 


THEHOUSTOMCHRONICIE 


First 
R. W. McCarthy 


Notional Advertising Monager 


Pe en x on i ¥ i 2 


in Circulation and Advertising for 


Over a Quarter Century 


The Branham Company 


National Representatives 


TEXAS’ LARGEST DAILY NEWSPAPER 


'Delmonico, Park avenue and 52nd | | prices set by state authority has run 


| tary 


lan audit of all cleaners’ 


duced by the same sponsors Jay 
session which encountered | 


Artful Denver 
Cleaning Prices 


position but had not made the 
way through the legislati mil 
when adjournment was vot 


The Commerce departmen: 
| organizing its regional set-up in ex. 


|pectation of favorable action jy 

: |Congress on the Sheppard and Rob. 
Hit Court Snags ‘inson bills. Charles G. Fi htne; 
|former dean of the school busi- 

Denver, March 27.—An ingenious | ness administration at A) \ansgas 


attempt by certain Denver cleaning | 


University, heads the new region; 
establishments to evade minimum | 


| division. Dr. Wilford L. White, wh 
|formerly directed publicati: 


anc 
afoul of the law, as was forecast in| market research activities of th 
be Ad-libbing column of Apvertis- | Bureau of Foreign and Domest 


ING AGE for Feb. 24, when the 
department related how a Denver 
cleaning chain advertised the clean- | New regional business advise: 
ing of men’s suits and ladies’ dresses | Whose job it will be to gath« 
at bargain prices with small type|ket information and coo) 
announcing “6 months to pay the | Commerce activities in the ar 
balance.” now being hired. These 
The Colfax-Columbine Cleaners,| Work closely with 
one of the firms practicing the | search stations” to be establishe 
subterfuge, anticipated obstructive | When Congress authorizes _ the 
action by Stanley Thornhill, secre- | creation. 
of the state administrative 
board of the cleaners and dyeing | 
trade, and went into court to get 
an injunction to prevent Mr. Thorn- | ,, \“".~ % rg to 
hill from getting an injunction | Gora, Sunday nights 
against them to prevent this type of | April 6. 
advertising. The 


? : The news analyst 
action backfired, | heard in behalf of the new sponsi 
however, the court granting the 


from 8:45 to 9 p.m. Erwin, Wase 
injunction to the defendants instead | & Co. is the agency. 
of the plaintiffs. 

Another company, the White 
House Cleaners, tried the same pro- 
cedure. Although this case is still 
pending, the court arranged an| 
agreement whereby the cleaners 
could advertise installment plan 
services but agreed to state the bal- 
ance due in type as large as the 


Commerce, is working with him j 
reorganizing the regional offices, 


me Wi 


Heatter for Barbasol 


Barbasol Company will sponsi 


Rollans Promoted 


Dean Rollans, for the past | 
years credit manager of the 
wire Spencer Steel Company, 
cester, Mass., 
eral sales manager and transferre 
to the company’s New York office. 


Mar- J 
inate 


“busine re- 


10 MBS sta- 
beginning 
will be 


Wick- 
Wor- 
has been named gen- 


cash price and to use, as the origi- 
nal price, 75 cents for a suit and 
$1 for a dress since they are not 
advertising cash and carry. Other 
cleaners may advertise similar serv- 
ices for 68 cents and 90 cents re- 
spectively, since the minimum 
prices are subject to a 10 per cent 
discount for cash and carry. 


“MEET THE PEOPLE 


Could Pay “When Convenient” | 


Minimum cleaning 
been established by 
cost plus 6 per cent, 


prices have 
state law at 
derived after 
books. A 
poll of the cleaners recently re- 
vealed that 94 per cent favor the 
state law and 6 per cent are against 
it. The state board so far has been 


— 


victorious in six injunctions granted | “How soon can you get out 75.000 f 
in Colorado and one agreement by in letters?” “How do you adcress 
court order. There now is a case Wife of a minister?” “Do we have 


before the supreme court to test the ‘is out for bulk mail?” All cay, 


fired at 5 
legality of the board’s price-setting, poe Tegel cng Doge 


look 

the board having won a decision in Garrity but sounds like it. That she ' 
the district court. them in her stride, all ffled 
Recent advertising of cleaners| gswering each fully and correctly—* 
which announced prices below the | times with two phones ring and ! 
established minimum has stated! or four people hanging over 5e! - 
time limits for paying the balance| is one excellent reason why “le? 
varying from six months to “when | Buckley, Dement & Company S17 | 
convenient” and “after the war.”| US year after year. So ote 


i it Gahert! 
The balance due on a suit or dress pleasure to introduce Rt ho b 


Se ee d the hundreds of customers w° 
came to less than it would cost the never seen her, but have !ong bee® 
cleaners to have a credit report quainted with her pleas unhu 
from the local credit bureau. telephone voice and man 

Fourteen other states, according eee 
to Mr. Thornhill, are interested in aan @ 
the Colorado cases and the court Because we want you © ovat 
decisions. People” who make up the Buda 

ment organization, we wi Poeneiw 
. of them here from time to 'mé- 
Restrict Use of “Doctor” we can't introduce individ ally igh 

The Georgia senate has passed and 400 or more men and w = and 
referred to the house of representa- engaged here in the cr goin icf 
tives a measure prohibiting use of duction of direct mail adverisl 4, 
the word “doctor” or its abbrevia- ever. our candid camera man ¥" 
tion unless users specify, after their ally catch up with some = yoo * 
names, the branch of the profession proud of our force, and wo 


to which they belong. Doctors also know them. 


pocket 
would be forbidden to use letters Homer ]. 


1300 Jackson Blvd., Chicag° 
— 


more than 2's inches high and 1 inch 
wide in advertising media. 


Marc 
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E’°-RE DOING IT 
THE HARD W 


Ls time to change all your previous ideas 


about Philadelphia newspapers ! 


Today, among the four big Philadelphia newspapers there is just ONE that 


is getting readers the hard way...just ONE not using premiums, contests or 


: insurance policies to build circulation. 
That newspaper is the EVENING PUBLIC LEDGER ! 
‘a 
te | 
r Yes, it’s time to bring the Philadelphia situation into sharper focus. If you 
ed have been relying on opinions formed in days gone by...take a good long 
look at actual copies of the big Philadelphia papers. 
c In three out of the four, you'll see the greatest epidemic of free offers, 
int contests, premiums, insurance policies raging in any ciy. 


The EVENING PUBLIC LEDGER stands aloof from the scramble... seeking 
circulation on the merit of its editorial content...and the service it renders 


to its readers. 


Today ... the EVENING PUBLIC LEDGER is the ONLY big Philadelphia 


newspaper that can proclaim as its circulation policy ‘es 
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NAB Directors 
Resolve Against 
Program Control 


Washington, D. C., March 26.— 
Radio’s fear that the forthcoming 
monopoly report of the Federal 
Communications Commission and 
the investigation of newspaper 
ownership of air facilities will lead 
io government supervision over 
program content and business man- 
agement was indicated here today 
when Neville Miller, president of 
the National Association of Broad- 
casters, made public the text of a 
resolution adopted last 
NAB directors. 

The resolution, while mentioning 
neither the investigation of news- 
paper ownership nor the monopoly 
report, believed to have been 


1S 


inspired by these FCC actions. The | 
notice that the | 
industry intends to fight against the | 


resolution serves 
threat of expanded federal control. 

The complete text of the resolu- 
tion is as follows: 

“Whereas the philosophy of 
American broadcasting as expressed 
in decisions of the Supreme Court 
of the United States and the appli- 


cable statutes, envisages control of | Occidental 


programs, of business management 
and of policy in the broadcaster and 


week by | 


not subject to the supervisory con- 
trol of the government: 

“Now therefore be it resolved: 
That in order to preserve the free- 
dom of radio in accordance with the 
pattern of democracy, the board of 
directors go on record as opposing 
jany legislative or administrative 
action which directly or indirectly 
impairs the rights, (which it be- 
lieves to be guaranteed by statute), 
of broadcasters to have complete 
control of programs and program 
material, business management and 
operating policies, and further goes 
on record as being in favor of any 


legislative or administrative action | 


which strengthens such rights. 

“And be it further resolved: That 
the president and executive com- 
mittee be directed to take appro- 
priate action to the end that such 
rights may be adequately _pro- 
| tected.” 


Now West-Marquis, Inc. 


West & Associates, Inc., Los An- 
geles, has changed its corporate 
name to West-Marquis, Inc., with 
the election of Harold H. Marquis as 
vice-president and director. Mr. 
| Marquis, who joined the company 
|four years ago, a year after its 
|founding, was formerly with 
Publishing Company, 
Los Angeles, and Western 
Journals, Inc., San Francisco. 


the | 


More But Smaller 
Families Shown in 


New Census Report ¢ 


Washington, D. C., March 25.— 
of family 
units in the United States increased 
and 


Although the number 
about one-sixth between 1930 
1940, the size of the average family 
declined from 4.1 persons to 
during the decade, according to re- 
vised 


Census Bureau. (A study of the 
number and size of families, de- 
veloped from preliminary 1940 


census figures by Arno Johnson of 
J. Walter Thompson Company, ap- 
peared in ADVERTISING AGE, Dec. 30, 
1940.) 

Dr. Vergil D. Reed, acting direc- 
tor of the Census, attributed the 
decrease in average size of family 
to the falling birth rate, the splitting 
up of households into several fam- 
ily units, and adverse economic 
conditions which prevailed for most 


|}of the 10-year period. 


Dr. Reed pointed out the decrease 
of three-tenths of a person was sub- 


Trade | Stantially greater than the drop in 
the | 


previous decades. Since 1890, 


ing what shall 


deciding what 


ITS A 


TO COME 


be bought with it. 


will be bought with the money. 


Man Market 


FOR MANY MONTHS 


As factory payrolls rise under defense spending of about 
$800,000,000 a month, mechanically-minded-and-trained men 
are getting an increased share of that money and are say- 


Look at reports of present sales or forecasts of future sales 
and among the products with the highest ratings are automo- 
biles, building materials for residences, oil and gasoline, air 
conditioning equipment, paint, tools and machinery, television 
equipment, trucks, plastics, refrigerators, oil burners— 


Yes, there is a definite relationship between the increased 
earnings of mechanical men and the most promising sales possi- 
bilities. It’s a man market. 


And here is where Popular Mechanics comes into the adver- 
tising and sales picture. It reaches over half a million mechani- 
cally-minded men—the men who are earning more and who are 


It costs less than a dollar and a half a page a thousand to tell 
a sales story to men who know quality and show that they do by 
buying the only twenty-five cent magazine edited for mechani- 
cally-minded men. There’s time to get Popular Mechanics on 
most of your 1941 schedule. 


POPULAB/ Sie 


200 E. Ontario St., Chicago * New York * Detroit * Columbus 


CHANICS 


— 


3.8 


figures just released by the 


- 


vs 


Average size of families by geographic 


the Census map showing the average population per occupied dwelling 


based on revised figures j 


POPULATION PER OCCUPIED DWELLING U 


AVERAGE POPULATION PER OCCURED OWELUNG UNT 


OAs OF FOL FORMATION a8 REWSED HOVENG 


ee 


NIT 


<1 


al areas is indicated by this Bur ., rs 


decrease has amounted to. two- 
tenths of a person per decade. In 
urban areas, the decline was 9 per 
cent as compared with a 7 per cent 
drop among rural families. The | 
average population per occupied 
dwelling unit in cities in 1940 was | 
found to be 3.6, compared with 4 | 
in farm communities. 

Family Figures Significant 

“If the present trends in popula- 
tion continue,’ Dr. Reed declared, 
“the United States is faced with a | 
stationary or even a declining popu- | 
lation in about 30 or 40 years.” He | 
pointed out that to many users of | 
population statistics, the total num- | 
ber of families is more significant 
than the total population, since each 
new family unit represents an addi- 
tion to the market for many more 
products than are needed by indi- 
viduals not living as a part of a 
family unit. 

Each geographic section showed 
a drop in average family size, and 
all declines ranged between 6 and 
9 per cent. No state proved an ex- 
ception to the general decrease. 
Family sizes are greatest in South 
Atlantic and East South Central 
states, and smallest on the Pacific 
Coast. 

Strictly speaking, Census Bureau 
figures do not represent accurately 


the average size of private families, | 


since results were obtained by di- 
viding the number of private fami- 
lies in 1930 and the number of 
occupied dwelling units in 1940 into 
the total population for these years, 
and the total population figures in- 
clude an appreciable number of peo- 
ple who are not members of private 
families. Members of private fam- 
ilies represent such a large propor- 


tion of the total, however, that the | 


trend is practically the same. Dif- 
ferences are sO small as to be con- 
sidered practically negligible. 


Gypsum Acquires Gimco; 
Plans Big Campaign 

The National Gypsum Company, 
Buffalo, manufacturer of wall and 
ceiling building materials, has pur- 
chased the assets of General Insu- 
lating & Mfg. Company, maker 
of Gimco rock wool products. The 
move affected plants at Alexandria, 
Ind., Dover, N. J., and Dubuque, 
Ia., raising National’s production 
facilities to 21 plants. 

The three plants will manufacture 
a complete line of Gold Bond rock 
wool products, to be distributed 
through regular dealer channels. 
The brand name Gimco will be re- 
tained by a separate sales organiza- 
tion. President Melvin Baker 
National Gypsum said the company 
plans extensive advertising and 
promotional effort for the new rock 
wool phase of its business. 


Join in Rug Drive 

Four Boston stores cooperated in 
promotion of Karastan rugs March 
9-15. Advertising copy appeared 
in Boston Sunday newspapers 
March 9 and 15 additional insertions 
were run during the week. Coop- 
erating stores were Jordan Marsh, 
C. F. Hovey Company, John H. Pay 
Company and Paine 
Company. 


Returns to Bamberger 

Nan Findlow. who joined L. Bam- 
berger & Co., Newark, N. J., in 1939 
and subsequently became advertis- 
ing manager for George Jensen, Inc., 
has returned to Bamberger’s as fea- 
ture advertising manager. 


of | 


Furniture | 


nite 
ust issued by the bureau. 
a 


Commerce Group 
Annual Meet to 
Study the Future 


Washington, D. C., Mari 
About 2,500 representatives 


»= 


750.. 


000 business men will gathe— he, 
to ponder the problem of hat 
Ahead for America?” at t 29t 


annual meeting of the Cha: 
Commerce of the United St 
be held April 28-May 1. 

Addresses and discussions th 
preparedness program will 
nate the sessions. On April 
subject will be essential m i 
in defense and how to maint the 
standard of living as production 
geared more and more to defens¢ 
One of seven afternoon round 
conferences will be devoted t 
sumer goods. 

Business, government and Arn 
and Navy spokesmen will be 


program. Future problems ic 
business will have to face after th 
emergency is over will come in fi 
attention, as well as methods fo 
meeting current problems. The 


meeting will close with the a: 
dinner May 1. 


Walker Promotes Clark 


Walker & Co., Detroit, has | 
_moted John E. Clark to Easter 
|national representative with head- 
quarters in Detroit. He succeed 
|Edward P. Peppers, who has joint 
|the New York office of J. Walte 
| Thompson Company to specializ 

| public relations. 


Burkhart Forms Agency 


Eugene L. Burkhart, edito: 
acting secretary of the Univ: 


|of Pittsburgh Alumni Associatio! 
|has resigned to form an advertising 
agency bearing his name, it 
offices in the Roosevelt Hote], Pitts- 
burgh. 
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— is Tuesday. The Committee meets Thursday. 

Just as sure as grass is green, Johnson’s going to 
bring his crackpot idea with him. And, just as sure as g. 
i. g., the Old Man will fall for it. Unless somebody bats 
tt down! 

The somebody will have to be George. And George 
knows it. 

In other words, this one is a dusiness worry...and you've 
had lots of ’em. It’s simply a known tact that most any 
man’s business has a way of getting under most any 
man’s skin. 

...Which turns up one of the best known of all 
publishing facts: 

To make a magazine strong, you have to make it 
important to its readers, To make it important, you have 


to mold it to some absorbing reader-interest. You have to 


4 Worry 


like this one..? 


build a combination of Audience and Magazine that meshes 
like two perfect gears...like the movements of a tine watch... 

Like Management and Business Week. 

Having done that, you'll have a magazine that’s dif- 
ferent from its fellow publications. You'll have a maga- 
zine with more strength, more power than those built 
along more general lines. A magazine whose editorial and 
advertising pages both deal with the same thing...that 


one absorbing interest of its readers. 


And...chances are... your magazine will then carry 
more advertising directed to your kind of reader than any 
other magazine of any kind. Advertising-wise, it will hold 
first place like the thoroughbred it is... like the 
champion of ’em all... 


Like Business Week! 


o—" 
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War Psychology and 


Consumption 


In building up national morale as 
part of the program, and 
strengthening the fiber of the na- 
tion for whatever emergencies may 
lie ahead, administration 
reminding our 
sacrifices 


defense 


leaders 
have been 
that necessary. 
The President has reiterated his be- 
lief that “business as usual” cannot 
be expected, and has warned busi- 
ness and consumers that they can- 
not expect normal conditions of liv- 
ing to prevail. 

This is all a necessary part of the 
task of bringing about a psychologi- 
cal adjustment to a war situation. 
When a nation is preparing for 
defense effort, perhaps involving 
direct conflict with other groups, it 
is important that national interests 
be put ahead of individual welfare, 
and that neither business nor per- 
should expect to 
have first call on the commodities 
and which 
national wealth. 

On the other hand, we believe it 
is equally undesirable to dislocate 
unnecessarily the life of the nation, 
or to impose sacrifices merely for 
the sake of improving the psycho- 
logical aspects of the national situa- 
tion. In other words, while recog- 
nizing that business cannot go on 
as usual, we should strive, by all 
possible means, to permit it to go 


people 
may be 


sonal consumers 


services represent our 


on as usual within the limits 
established by national defense 
needs. National morale can be 


had 


strengthened without impairing our 
economic and social structure, pro- 
vided every citizen understands that 
when and if must be 
made, he must make them. 

Dr. Harriet Elliott, consumer 
representative on the National 
Defense Commission, hit the right 
note, we believe, in telling repre- 
sentatives of the press, at a con- 
ference at which Mrs. Roosevelt 
warned housewives that they 
must be prepared to make sacrifices, 


sacrifices 


that there is no alarming situation 
ahead. 

“If and when the time 
when it is necessary for women to 


comes 
make sacrifices,” she said, “I know 
they will, but we want to see that 
they are not asked to 
necessary sacrifices.” 


make un- 


This, it seems to us, is the sensi- 
ble and constructive attitude to take 
in these times. There is no need 
to whip up a war psychology which 
will demand disruption of produc- 
tion and consumption of goods 
normally required by the American 
public. It will accept rationing of 
essential products in the national 
interest, but it is absurd from every 
standpoint to create the impression 
that there are shortages when sup- 
plies are actually plentiful. Manu- 
facture and distribution for general 
consumption should continue on a 
normal just so long as that 
program is not incompatible with 
defense 


basis 


needs. 


Taxes Absorb Purchasing Power 


One of the alarming features of 
the present situation is that though 
taxes are necessarily high in order 
to provide currently as large a part 
of national defense expenditures as 
possible, many local taxing authori- 
ties are proceeding on the assump- 
tion that they can parallel national 
expenditures by heavy increases in 
collections for state, county and city 
purposes. 

The that the imposition 
of increased taxes at this time by 
local governmental 
oughly unsound 
national 


fact is 


thor- 
The very fact that 
expenditures have 
increased so enormously, with the 
tax burden rising to new highs, is 
signal 


units is 
been 
which should be 


these authorities. They 
prepare to 


a danger 
heeded by 
should economize in 
every possible way, so as to reduce, 
as far as 


possible, the load on 


the productive and 
their 


especially in view of the reduction 


consumptive 
capacity of communities, 
of relief through increased employ- 
ment 


Whenever taxes are collected 


from business, for example, either | 


they are passed along to consumers 
in the form of increased prices, or 
workers and owners take a reduc- 
tion in their earnings. In either 
case consuming power is diminished 
and the economic strength of the 
community is thereby weakened. 
The tax collector uses income which 
otherwise might been em- 
ployed in the purchase and use of 
the goods which American consum- 
ers want and need. 

Individual taxpayers can do little 
to change the national situation, but 
they have a real influence in deter- 


have 


mining tax policies in their own 
communities. Since taxing authori- 
ties are looking around for new 


sources of revenue, including adver- 
tising, the development of an 
aroused public opinion on the sub- 
ject of reducing, rather than in- 
creasing, local tax burdens will play 
an important part in the 
normal consumer buying 


mainte- 
nance of 


power. 


| burgh 


NECESSITY AND INVENTION 


Chicago Dail Times. 


"He says he simply can't get along on $30 a month, sir!" 


Ad-libbing 


Never Satisfied 

We usually get a little sad wading 
through the foreign mail, what with 
thinking about this and that. But 
this two-thirds page apology in a 
quite recent issue of The Advertis- 


er’s Weekly of London gave us a| 


AN APOLOGY 
CONTINUING 


We continue exasperating our- 
selves and annoying our good 
friends. the Advertising Agents. by 
being unable to place all the 
advertisements ordered for in- 
sertion in our columns 


We cannot anticipate any change 
for the better 


All we can say is “Sorry to be 
annoying!" and ask for continued 
understanding and forbearance 
on a position outwith our control 


EDINBURGH 
EVENING NEWS 


PROVINCIAL NEWSPAPERS LTD. 
2 SALISBURY SQUARE. EC4 CEN 9462 (8 lines) 


EDINBURCH MARKET STREET 


good, hearty chuckle. Just imagine 
a newspaper publisher in, say, Pitts- 
instead of Edinburgh, con- 
tinuing to exasperate himself and 
annoy his good friends, the adver- 
tising agents, by being unable to 
place all the advertisements ordered 
for insertion in his columns! 


The Sign of the Chisel 


Advertising must be a. pretty 
clean business, because the occa- 
sional cold chisel we run across 


shocks us so badly. The latest one 
we've heard comes from an agency 
whose client can't afford to pay 
more than 50 cents per inquiry for 
his advertising, and who therefore 
suggests a deal with a publication 
by which the client would pay for 
one insertion, with the understand- 
ing that if inquiries were not re- 
ceived in sufficient quantities to hit 


the 50-cent mark, the copy would 
be run over and over again until 
this figure was reached 

Another item which at least 


treads thinly on dangerous ground 
comes from the industrial financing 
department of an investment house. 
It says the house is interested in 


|of business 
| duced.” 


providing private capital for busi- 
nesses, and suggests that a notice to 
that effect may interest readers. It 
also suggests that perhaps the edi- 
tor can arrange contact for inter- 
ested parties. “It is customary 


(provided your relations with your | 


publication permit),” the letter 
says, “to tender an honorarium con- 
tingent upon profitable conclusion 
with the party intro- 


How about a little honorarium in 
the form of an open and aboveboard 
display advertisement? 


War Casualty 
War’s way of upsetting the best 
laid plans of mice and men has 
filtered through to the Morton Salt 
Company, Chicago, which has been 
trying out a premium advertising 
idea in a tentative sort of way. 
Copy, which had been placed in 
only a few newspapers, offered a 
vegetable peeler with the purchase 
of two packages of Morton’s salt 
(iodized or plain) “at all grocers 
while they last!" War brought the 
OPM into being and the OPM gave 


birth to such war measures as 
priorities on metals and all that 
sort of thing. 

Well, vegetable peelers have 


metal in them and the metal is 
harder to get than it used to be; 
in fact, there could be no promise 
of future peeler deliveries for 
many, many weeks. And _ that’s 
how the war came home to a bud- 
ding advertising campaign and 
nipped it with all the finality of a 
Jack Frost pouncing on young and 
tender spring flowers. . 


Jottings 
A friend of ours still finds it diffi- 
cult to get used to the idea of 


receiving human interest epistles 
from his neighborhood funeral 
director. The last one, extending 


him “a most cordial 
stop in during visiting days, or 
whenever it is most convenient,” 
still has him a little upset. . 
There’s almost too much good 
neighbor stuff going on in business 
these days. Lane Bryant, for in- 
stance, bought some good news- 
paper space in Philadelphia not so 
long ago to welcome “our good 
neighbor, Mawson DeMany Forbes” 
back The good neighbor is right 
next door and a direct competitor 
Some envelope manufacturer has 
sold Best & Co. a real bill of goods 
It’s a direct mail piece—one of those 
diminishing envelope affairs, in 
which you finally get to the nub of 
the matter after peeling off six 
envelopes. What makes it unusual 
is that the front panel of 
envelope (except the one 


invitation to 


each 
bearing 


the address) contains a selling mes- 
sage. 


——, 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com, 
panies sponsoring them, or 


through 
|ADVERTISING AGE, by any nationg 
jadvertiser or advertising agen, 


executive writing on his business 
letterhead. 
1781. 


| No. Stars for Advert 


ere 
Steer By. 
Two important stars are circylg. 
tion and readership, and thej 
brightness as far as the Say Frap. 


cisco Examiner is concerned j; 
brought out in this new brochur 
Bound into it is the report of a Ros 


Federal Research Corporation syr. 
vey made among Northern Cajj. 


fornia banking, bond and brokerag, 


executives, which shows that 895 
per cent of this group reads th¢ 
Examiner's financial writers 

No. 1782. Caesar Had Lots of Gay! 


...And it was divided into threg 
parts, as we learned in schoo!. The 


Saturday Evening Post has lots oj 
readers, and this new analysis di- 
parts, sub- 


vides them into three 
scriber, boy sale and newsstand 
and proceeds to tell all about the 
similarities 


tions, et cetera. 


No. 1783. 

The American Legion 
has issued this folder 
lines the background of one of ; 


The Rainbow Reveille. 
Ma azu 


recent stories and reprints numer- 
ous comments upon it from Legion- 
naires in many walks of life. The 


interest expressed is called typica 
of their attitude toward “the 
magazine.” 
No. 1784. 
National 


Alice in Sponsor-Land. 


ventures of Alice, the 
March Hare and the 
the Twentieth Century Wonderlar 


on the Other Side of your Rad 
Loud-Speaker.” The book is 
beautiful job in hard covers, a! 


the characters are 
trayed having a wonderful tin 
every night of the week with than 
to NBC Red entertainment 


No. 1726. How Rural 
Spends Its Money. 
Curtis Publishing Company hi 
issued this booklet, which contal 


highlights from Curtis’ analysis 0! 
Consumer Pur- 


|the United States 


chase Survey. Figures show the 


percentage of expenditure for ve 


rious product classifications in th 
upper and lower income groups 
and in a tabulation of buying pow 


indices, Country Gentleman reac 


ers’ average is compared with th 
national farm average. The bookle' 
also contains a circulation 
by county, showing the averaé 
value and average gross income P* 
farm. 


recore 


No. 1745. Listening Audience, Ce™ 
tral New York State 
This folder, issued by WSY! 
Syracuse, has an inside pocket whi 
holds loose leaves reporting 
different listener surveys. 1 
cover station popularity in prr 


Ar 


pal cities, in ten counties near 
Syracuse for both farm and a 
listeners, and in a typical f" 
region. The fifth survey sh \ 
what local merchants (think 


WSYR as a mover of merchane™ 
-hases 
York, 
issued : 


Tr s W J 


No. 1702. Consumer Pu’ 

Cortland County, New 
the locale for this study 
Farm Journal and Farr 


covering consumer purchases 
j ~etics 
items ranging from cosmem 
automotive products. C© arts § 


the per cent of purcha ae . 
these items by town, rura! ane *" 


families of five economic (*" 
The similarity of tow! and ' 
purchases in many instance "| 
the greater use of certain wer P 
by farm families are inter 


points in the study. 


and differences Ot. 
cupation, income, ownership, «voca- 


which out- 


Broadcasting Compan 
calls this “A Chronicle of the Ad- 

Hatter, the 
Dormouse i! 


colorfully por- 


America 


I 


- 
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ADVERTISING AGE 


Just two defense projects in the Kansas 
City area will involve an annual pay 
roll of 2144 million dollars monthly, 30 
million dollars a year. These projects are the Rem- 
ington Arms Company plant at Lake City and the 
bomber assembly plant of North American Aviation, 
Inc., at Fairfax. 


Construction work, now under way, is expanding 
steadily with increasing gains in employment. The 
momentum of these great projects is already affect- 
ing every phase of Kansas City’s business and com- 
mercial life. 


The cost of erecting the ammunitions factory will ex- 
ceed 18 million dollars, The buildings and equipment 
for the bomber plant will cost 10 million dollars, 


DDerense Pay Roll 


in Kansas City 


30 Million Dollars a Year 


Besides these activities, 
which are government sponsored, 
Kansas City firms already established 
have in hand defense orders totaling nearly 16 million 
dollars, 


The number of employees engaged in defense busi- 
ness will exceed 25,000, 


Advertisers who are spotting their markets on a basis 
of defense orders will find in these figures a compell- 
ing argument in favor of The Kansas City Star. The 
largest daily newspaper west of Chicago, The Kansas 
City Star circulates to paid subscribers more than 
315,000 copies each issue or 630,000 copies daily, and 
covers Kansas City on a basis of more paid sub- 
seribers than families. 


Ask your advertising agent if he.can buy as much circula- 
tion at as low a rate in any other city or territory asis possible 
in the morning and evening editions of The Kansas City Star. 


THE KANSAS CITY STAR. 


Evening—320,649 


Morning—316,744 


Sunday—328,552 
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March 3), 194) 


Designer Offers 
New Volume on 
Color Styling 


March 26.—A kind of 
for expert color stylists 


Chicago, 
“slide-rule”’ 


and simple hints for amateurs who | 


want to use colors correctly are 
contained in a new book by Sterling 
B. McDonald, ‘Color — How to 
Use It.” 

The volume contains a chart of 72 
graduated colors equipped with pat- 
ented calipers which McDonald de- 
scribes as useful both to beginners 
and experts who want to be cer- 
tain they are avoiding expensive 
“color mistakes.” Advertising 
agencies, it is pointed out, may use 
the book in verifying effective color 
combinations for copy in any me- 
dium. 

Mr. McDonald incorporated in his 
book much of his experience of 
more than 20 years as industrial de- 
signer and color stylist. He pre- 


sents no new theory of color, he 
admits, but interprets for practical 
and quick use the basic principles 
of color which have been accepted 
for centuries. He guarantees that 
the color calipers can be depended 
upon to indicate perfectly-balanced 
and scientifically-correct color as- 
semblies. The price of the book is 
$12.50; the publisher is Follett Book 
Company, Chicago. 


Walker Promotes Clark 


John E. Clark has been appointed 
Eastern representative of Walker 
& Co., Detroit, with headquarters in 
that city. He succeeds Edward P. 
Peppers, who has resigned to join 
the public relations department of 
J. Walter Thompson Company, New 
York. 


Lafferty to Gregory 


A. A. Lafferty, formerly with 
|AudiVision, Inc., New York, has 
joined the production department 
of Francis Gregory & Associates, 


New York, producer of commercial 
films. 


Wee 


c When you think | 


NEW ORLEANS 
20.000 WATTS 


The greatest selling POWER in the South's greatest city 


CBS Affiliate Nat'l, Representative — ‘The Katz Agency, Ine. 


| panion. 


| cities where 


Millionth Range 
Made Keynote 
of Hotpoint Drive 


Launch Comprehensive 
Campaign with Plant 
Ceremony 


Chicago, March 25.—The keynote 
of the Hotpoint electric range ad- 
vertising campaign for 1941 was 
born at the Edison Electric Appli- 
ance Company’s plant here yester- 
day when the production line 
disgorged the millionth Hotpoint 
electric range with its gold-plated 
hardware illumined by the flashes of 
photographers’ flash bulbs. As a re- 
sult Hotpoint range copy this year 
will be identified by the line, “Com- 
memorating the one-millionth Hot- 
point electric range.” 

First advertising copy to herald 
this step in Hotpoint history will be 
a page in the April 28 Life. It will 
show a Hotpoint range appropriately 
placed against a gold background 
under the keynote headline, ‘“‘Com- 
memorating the One Millionth Hot- 
point Electric Range.” Although 
copy will not neglect the sales angle, 
the major note will be on the insti- 
tutional and historical qualities of 
the event with such observations as, 
“It is gratifying to have pioneered 
this essential improvement in the 
living standards of a nation.” 


Magazines, Newspapers on List 


Hotpoint’s regular 1941 schedule 
of national consumer advertising 
which will be definitely pointed in 
the sales direction will have only 
casual reference to the commemora- 
tion. Publications to be used include 
Electricity on the Farm, Good House- 
keeping, Ladies’ Home _ Journal, 
McCall's and Woman's Home Com- 
There also will be news- 
paper advertising in some 60 key 
local conditions favor 
the sale of electric ranges, in some 
cases the dealers’ names _ being 
listed and in others a “See your 
dealer” line being used. 

Replicas of the millionth Hotpoint 
range, including the gold-plated 
hardware, will be made for use in 
35 deluxe displays to be shown in 
important markets with local adver- 
tising keyed to them. The displays 
include a giant frame decorated with 
a blown-up orchid and carrying a 
metal plate referring to the mil- 
lionth range. Newspaper copy for 
the most part lays considerable 
stress on the millionth motif, either 
by direct headline reference to the 
commemoration or with such a 
strong merchandising slant as “Over 
a Million Women Have Bought Hot- 
point.” 


Heavy Promotion Schedule 


Hotpoint range promotion activity 
will be carried out vigorously in the 
dealer material, most of which will 
highlight the commemoration idea. 
Both the March-April and May- 
June window displays will tie up 
with the millionth range publicity 
and promotion program A blue 
ribbon across the front of the range 
will refer to the commemoration. 
The May-June set-up will have a 
historical angle with pictures of Hot- 
point ranges of 1910, 1920 and 1930 
alongside the millionth range telling 
its own story of progress. Com- 
memoration streamers will be sup- 
plied dealers for dressing up floor 
display models 

Such phrases as “Thanks a mil- 
lion” and “You'll feel like a million” 
tie up two dealer mailing pieces 
with the commemoration idea. One of 
these, a full line folder, is compact 
enough to stuff in a small envelope 
while the other is a_ self-mailing 
broadside. A store traffic builder, a 
“round-the-calendar” meal-planner, 
is being made available to dealers to 
be given to prospects lured to the 
store by a colorful flyer with a gift 
certificate or coupon on which the 
customer places her name and ad- 
dress. 

Numerous other sales stimulators 
are on the Hotpoint commemoration 


——, 


HOTPOINT MEN PROUD OF MILLIONTH RANGE 


A scant hour after this 1,000,000th Hotpoint electric range rolled off the a: 

line, the 24-karat gold trimmed model was being shown at a sales cony d 

G. H. Smith, general merchandising manager, W. A. Grove, advertisin« and 

sales promotion manager, and M. Mahoney, Maxon, Inc., examine the ran and 

the special itinerant display for use with the 150 replicas which will be distr’) ited, 

This range will go to the Edison Institute Museum at Greenfield Village “ear. 
born, Mich. 


program. There are 24-sheet post- 
ers, local radio spot announcements, 
continued use of two movies called 
“Blame It on Love” and “The Pur- 
suit of Happiness,” a Modern 
Kitchen Bureau piece promoting 
electric cooking, two books on sell- 
ing Hotpoint appliances, the Hostess 
Club which enlists Hotpoint users 
to find new prospects by a system 
of rewards, a finance service and a 
Redman’s Club for achievements by 
retail salesmen. 


Retailers Keep Busy 


Retailers are being advised of Hot- 
point’s complete plans for commem- 
orating the millionth Hotpoint range 
through a trade announcement 
broadside, containing complete in- 
formation, and through personal 
calls by Hotpoint wholesale distrib- 
utor representatives. These repre- 
sentatives have been provided with 
20-page presentation books, printed 
in gold, black and red, containing 
full details for helping the retailer 
tie in locally with national publicity. 

During the commemoration activ- 
ity retailers and salesmen as well as 
Hotpoint distributor and field organ- 
ization members will wear gold- 
colored lapel buttons commemorat- 
ing the millionth range. For a lim- 
ited time the millionth Hotpoint 
range model, the Aristocrat, will be 


sold with a gold nameplate identify- | 


ing it as a replica of the millionth 
range to come off the assembly line. 
The original range will be placed in 
Henry Ford’s museum at Dearborn, 
Mich., alongside the first practical 
range built in 1910 by George A. 
Hughes, now chairman of the Hot- 
point Company. 

Among those taking part in the 
ceremony of unveiling the millionth 
Hotpoint range were R. W. Turnbull, 
vice-president in charge of sales; G. 
H. Smith, merchandising manager; 
Ward Schafer, sales division man- 
ager, and W. A. Grove, advertising 
and sales promotion manager. The 
agency is Maxon, Inc., which was 
represented at the ceremony by 
Mike Mahoney, vice-president in the 
Detroit office. Mr. Hughes and A. D. 


Leich to WBOW 


| Sholty, account executive { ~ Hot. 


point ranges, also was.absen due: 
sickness. 


Start Beck Shoe Campaign 


The spring campaign for A, § 
Beck shoes, featuring a ni con- 
struction known as Conto Hee 
Fit, has been released to news. 
papers by Pettingell & Fento:,, Ne 
York. The schedule calls for veek 
space units ranging from 375 
1,400 lines, and initial copy ; 
peared in major cities from Chica 
throughout the East. A broker 
column step-down layout i 
used. 


Asks $400,000 Ad Fund 


A bill which would appropriat 
$400,000 from Pennsylvania’s mot 
license fund to the state commer 
department for state advertising 
during the next two years has bee: 
introduced by Rep. Robert E. Wood- 
side. 


Martin L. Leich, formerly wit 
Stations WEOA and WGBF, FEvans- 
ville, Ind., has been named manag 
of Station WBOW, Terre Haute, Inc 
He succeeds William W. Behrmar 
who resigned recently to manage t! 
new Indianapolis station, WISH 


Cahill to Geer-Murray 


Byron Cahill, formerly adverts: 
ing manager for the Bradley Knit- 
ting Company, Delavan, Wis., ha 
been appointed an account executi' 
with Geer-Murray Company, Os)- 
kosh, Wis. 


ee ——"— 


DO YOU REMEMBER ? 


When Junior came, do you remem 
ber how thrilled and delighted you 
were to receive the congratulc 
tions of your friends? Let us con- 
gratulate 2,250 mothers of other 
‘Juniors’’ for you every month 
they are just as susceptible as you 
were. They. incidentally, wi!) buy 
your merchandise. 


The Cradle (r. Sewiee, Sr 


Byler, president, were unable to be CPI LS EY eS TT 
present because of illness. L. J. 47 N. Kingshighway St. Louis, Mo 
al 
CONTEST SPONSORS — 
Lost prestige because of incompetent judging in your pre)!" 
contest can't be regained by resorting to small-town, me ‘oc! 
premium offers, 
Have the job done right the first time and there will no 


regrets. 


us prove it! 


PLAZA BUILDING 


The promotion and judging of contests is not a side-line 0 
school-boy proposition with us and, there is a differenc: | 1! 


CONTEST CORPORATION or AMERICA 


“The Official Judging Organization of Contestdom™ 


RATES AND DETAILS ON REQUEST. 


IND 


INDIANAPOLI> 
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So remarked a cynical reporter as he watched a film hero kissing a glamorous heroine for $5,000 per week. 
Hundreds of times a day Americans echo this wise-crack as they do their workaday jobs. It helps to keep life 
in its true proportions, and dilutes the acids of envy. Want to take life easy, buddy, kissing blondes, raising 
‘anges, or giving advice to the love-lorn? IT’S NICE WORK IF YOU CAN GET IT. Here at Collins, Miller & 
“utch ngs the slang phrase has a different meaning. We do nice work and you can get it every 
Me. \nd our prices are as standard as the quality they buy. The next time you want engravings 


‘at your competitors will envy, call Franklin 5854. 


mn 


ae: re De Aes Ss He oa Cant . wes es ; pete econ 2 : Pooh egg Bs at a tie ss ba Si oe bass = er ml A ae Ay iat ~ e ve ks <p Temeer See es ae Re es Tora es is oe ae As ‘© 
¥' “a ‘- . “8 ; F ‘ 
} ad 
S 4 
rae é 
ie : 
3 : ae : 
: se my _ 
al Re , me 2 
a SiGe - C on. * ei < hae 7 \ Z 7 : sa F a + 7 
= G var y 9 - 3 4» ~ a ‘ 
J] QQ RWEIM) 3B»? : = . 
N R YS, i ( yy — ‘ 4 
? 7 — . ae © 
MIA fo i Sty he, “a 
Ay BERR OS gt ee 7 /j - ; 
2 et > , a Seas as 7a if re 
ers ough LD 4 a ae Ge a On 9 . mers 
a a woe a @\ 4 Cf i#/) “ | 
\ GA . it s ee 
. aan aud — in re ea fait os) ) c o> )\) oe “ 
S O 7 i" ea ay a mi Tied 
VES | 7 S Sy Ss) i a 
ay ~—Cté«(\@# S -.* a di 
fw NS J Bae . a 
7 ~ . Se . ~S\\ ° r/ , : a 
| ———_— s TAN al /~ 
oo eis Ph = ae : = i Yy. ? : : 7 ail 7 d => F 
ee ee, ——  ~ « “ae ay a (a3 ioe a ‘ 
a an ae cua ; = io ote ; ee AR (hy a e5 : - 3 J 
S ..-_” ee eee Ese a ake me 
a . — oe 5 = te F oa A — , " sal 4 z : 
P- : , oor i oY te ei ; 4 
PX! §O)? iin. OR NS ee 
; ie ee a i es “4 ? ot a ie fe, xy 
a ae, es Sea. ; ee ae a a 
I oa ee | 4 Pe . es 
i g - , a = iin. oe ra y ae p . \ , a eo. > Am | 
ae. 3° nn fo — a 
it fee \o ae a =—— oe: 
ns- a | Zs ac a 
n i. ae. x - ae _— er & 
Uv N ill a hie: a : a ” a 5: —_— rig ee ay ™. 4 ; 3 
; a ee . sara a — : * Fe 
[Nemca ge \ i . 
i ft A =) ‘‘s ¥ Z an Fee ‘oL> a e y/ vat Fe : se z ie / ‘ i te ? a 
nit- tanta 4 yaa P N ae ye y | ea a 
h ‘ Pty ee Ae | , * < =. ; 
; ©) | / / lf ¥ 
AA ey \ 7 « 
“as a ee ~~ J te 
4 . be Gare ae. 
ag Tae I * % 
4 ‘ . 7. 
eEHER \ G) J Sa 
3 Gy, , eae a 
6 e oom 
li ~> * 
t - SS oa 
SS | 
, ~S | 
= NS | 
2 = ie 
¥ ye _ aad, SO =} } tot : ae : Pe: Ah ¢ . coh "3 2 ; ees ; \ : } 3 Lea ty ea wee : a ‘a ties 
* ae ie Ge ; aol lee 7 sie ad ee ame fi soi Na A : eo aie i> a i es at Su i. =i S he - “ $% an eee : se ie : es hw oe: 6 " bis ais i ee r Wick % F 
} 7 Ae i‘ ; : : ae ; Pins ‘4 A Y Ae 3 , t oe 2 ra i . : | ra : ime ; ls ; . Ss - nl SA * mr : 2 Seah |! : es |, cg ri 
ee Cee ee i. s oF aa Le ge eg ee 4 es eae hice 'S Rect Mes ely ae ke Fs BP a eee 


ce 


16 


ADVERTISING AGE 


March 31, 94) Ma 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Serves Double Purpose 

To the Editor: Considerable com- 
ment is being made about planning 
for the future. Many organizations 
booked to the hilt on defense work 


are bending all their advertising 
efforts toward the future. The 
enclosed reprint, from the March 


issue of Architectural Record, rep- 
resents the efforts of a manufac- 
turer still accepting orders today, 
but at the same time trying to 
create a more complete coverage of 
a market which now exists. 

We thought that this treatment 
would interest you. 

C. W. Bostrom, 
Advertising Manager, Edwards 
& Co., Norwalk, Conn. 


v v v 
That Island, California 
To the Editor: As you will see 


from the attached, Young & Rubi- 
cam’s ad on the back page of your 
ae eee 
F 
Jalifornia is an /SLA.VD/ 


«0 17th veutary cartographers believed 


The insular status of California seems to 
be getting quite a play lately. 


March 3 issue is one of those things. 
Our piece ran as an insert in 
Western Advertising, November, 
1938. 
GeEorGE L. MOSKOVICs, 
Sales Promotion Manager, Co- 
lumbia Broadcasting System, 
Pacific Network, Los Angeles. 


v v v 


How PocketBooks 
Works Its Tie-ups 


To the Editor: I am sending you 
a photograph of two of our recent 
displays which are now being sent 
throughout the country for window 
and store display to sell two of the 
90 available PocketBooks, the 
PocketBible and “The Philadelphia 
Story.” These displays were de- 
signed by Politzer. 

You of course will recognize that 
it is simple and established mer- 
chandising to tie-in with Lent and 
Easter, but in this case PocketBooks 
is unusually fortunate because what 
could be more appropriate than a 
new Bible, especially one that is 
designed for pure reading enjoy- 
ment? It is also interesting to note 
that the sale of Bibles has increased 
than 2'» millions between 
1937 and 1939. <A good sign of the 
times 

Tying in with moving pictures is 
also an old stunt, especially in 
books. In the case of “Philadelphia 
Story” we are exceptionally lucky 
to have such an excellent picture 
to work with. You will be inter- 
ested to know that only in the case 
of really good pictures 
strongly affected. Of course if a 
book is comparatively unknown 
then even a mediocre picture will 
do much to pep up its sales. Pocket- 
Books, which are primarily reprints, 
have the advantage of cashing-in 
after the fact. Unlike “Gone With 
the Wind” and such books in thei: 
original printings which the movies 
do after try to 
determine what pictures will be 
exceptional and then publish a 
reprint. Particularly successful have 


more 


sales 


are 


publication, we 


been our editions of “Wuthering 
Heights,” “Pride and Prejudice,” 
“Lost Horizon” and “Goodbye Mr 
Chips.” So far “Philadelphia Story” 


FOR IMMEDIATE AND LONG-TERM VALUES 


| 
| 
| 


GRACIOUS LIVING 


Edwards & Co. attempts more than one job with striking copy in the architectural 
press. 


seems well on its way to joining 
these. 
PocketBooks, which started a 


little over a year and a half ago in 
the face of almost universal scepti- 
cism and disbelief, have now proved 
their value These 
little proving that 
America wants to read good books 
if they can get them at a low price. 
These 25-cent books have now sold 
almost 8,000,000 copies and sales so 
far this year are 50 per cent greater 


outstanding 


books are 


than last. 
ALDEN C. PAINE, 
PocketBooks, Inc., New York 
v v v 


| No Coal—Just “Fuel 


Satisfaction’’—For Sale 

To the Editor: My baby, “Fuel 
Satisfaction,” is indirectly  mis- 
treated on page 20 of your issue of 
March 3. So, fatherly, I bristle a 
bit—just enough to set you straight; 
but not enough to invite a poke in 


the nose 

The Norfolk and Western Rail- 
way, which has advertised Fuel 
Satisfaction (the name given to all 
of the coals mined on its lines) 


continuously since 1928, sells no 
coal whatever—despite your state- 
ment that coal is the only thing it 
does sell. Its advertising of Fuel 
Satisfaction is designed solely to 
increase the consumption of that 
product and thus increase the 
profitable tonnage of coal moving 
over the N. & W. from the mines to 


the larger markets. Truth is, the 
N. & W. is selling transportation 
Perhaps in a roundabout way. But 


it works. 
HOLCOMBE PARKES, 
Associate Director of Public 
Relations, Association of Amer- 


ican Railroads, Washington, 
om €. 
[Editor's Note: Mr. Parkes re- 


fers to a caption under a reproduc- 
tion of a newspaper advertisement 


featuring underfeed stokers, and the | 
accompanying comment on_ the 
attention given to the stoker “al | 
though the railroad sells only coal.” 
It doesn’t, as Mr. Parkes points out, 
but it does maintain a “coal bureau” 
which helps producers along the 
line sell their coal. | 


v =. © 


Boxing Journal 


To the Editor: I want to tell 
you how very much I enjoy your 
BOXING JOURNAL especially 
pages 3 and 5. 


Ain’t Joe Louis wonderful. 

Bos HAMILTON, 
Vice-President, The Dumore 
Company, Racine, Wis. 

P. S. Your advertisers ought to 
get acquainted with the Copy 
Chasers of Industrial Marketing. 
Those Chasers just love this sort of 
thing. 

|Editor’s Note: Mr. Hamilton is 
having all his fun at the expense 
of The American Weekly and WJR- 
WGAR, whose advertisements on 
pages 3 and 5 of our March 17 issue 
both carried pictures of Joe Louis. 
But you did read those ads, didn't 
you, Bob? | 


+, 3 = 


Fluorescent Lighting 

To the Editor: Your article on 
page 10 of your Feb. 10 issue on 
fluorescent lighting has just come 
to my attention. 

In the interests of journalistic 
accuracy I feel obliged to point out 
that Batten, Barton, Durstine and 
Osborn as well as Foster and Davies 
are handling General Electric ad- 
vertising on fluorescent lamps. Not 
only is General Electric advertising 
fluorescent lamps in Business Week, 
Collier's, and The Saturday Evening 
Post, as your story states, but we 
are also using Time, Newsweek, 
Nation's Business and over 40 other 
business and trade publications 

While the whole fluorescent in- 


PROMOTES SALE OF POCKETBOOKS 


PERFECT 


Gift 


The KING JAMES VERSION 
of the OLD and NEW TESTAMENTS 


4 wee ‘ te an age ‘ 

. , fie ] sh vwint «& 
reorct Ait inominat ws 
. . 80 ” 


Backer 
BOOKS 


PHILADEL 


| the COMPLETE OB:GINAL STORY 
S on which the MGM Pic 


Two promotion cards now being used successfully by PocketBooks, Inc. 


dustry will probably make in the 
neighborhood of 20,000,000 lamps 
during 1941, and General Electric’s 
contribution to this will likely be a 
major one, this figure is only a 
small percentage of the several 
hundred million large lamps which 
the company will sell during the 
year. 
P. C. SowERSBY, 

Sales Promotion Department, 

Lamp Department, General 

Electric Company, Cleveland. 
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AA Contest Winner 


Keeps Us Informed 


To the Editor: Just to keep you 
informed as to my travels, I am 
now advertising manager of the 
Victoria Advocate, Victoria, Tex. 
This little town has doubled its 
population in the last ten years and 


) 


with the addition of an air training | 


school here threatens to be one of 


the best small cities in the state 
within a few more years. 
I often wonder how other of 


your contest winners have fared in 
later life. I wonder even more 
about myself. . . 

REINHART KNUDSEN, 


= — _ 
free of charge. In addition, ,, 
offered them the privilege of Dur 
chasing as many additiona copie 
as they wished (to give the 
salesmen) at ten cents per copy 
Last year, this little handbo, 
was used by so many colleges, y,. 
versities and high schools as ag tg, 
and reference book, that this ye. 
we printed an extra supply for sy 
|distribution. As the possible adye 
tising value of such distribution 
problematical, we are asking 9 \. 
cents from such sources, but «lreag . 
we have had some thousands 
requests from over 100 schools a 
universities. 
Our researches have c nee 
us that retail dealers are ung 
for all the information t} C : 
get and we have tried to condengs, 
in this little book all the dato wh; 
we thought would be of vilue 
selling furniture. 
GARTH BENT!; \ 
Editor, “The Seng Book,” The ~ Bul 
Seng Company, Chicago Air 
v,vy par 
" of ¢ 
Fan Mail — 


To the’ Editor: 
handling of our 
clover campaign 


You ney 
Bear four-leas 
in the M 


SALES CLIMB 80% iE 


Victoria Advocate, Victoria, | jssue of ApVERTISING “AGE prompt 
Tex. ‘us to send you this bit of fan mai He 
[Editor’s Note: Reinhart Knud- | We liked the way you wrote up o 
sen was the winner in the college | «stuff and we like to read the w: 
division of the first student essay you write up the other fello I P 
contest conducted by ADVERTISING other words, ADVERTISING Act C 
AGE, in 1936. an that time he was | tops in reader interest with 
a student at the University of Ore- » « 2 
son, and has since served on shoes il B. F. Stevens . 
F as since serve severe ae 
gon, a Van Auken-Ragland, Inc., Chi- bety 
newspapers, mostly in Texas. ] ; lisil 
cago. ais! 
20} 
vv, riers 
} palg 
Seng Handbook B Mot 
° i ing 
Improved in New Form | New Haven Is One 
> 
To the Editor: Last year you! f F d Fi 
A =. , idvi 
were kind enough to compliment > oO avore ifty hav, 
the 1940 edition of the Seng Hand- ; The audited reports of Media Kee. {7 Bro 
book. I thought you might be 5 ords for American and Canadian Inc 
: sitet : ate SRE: — pede ) newspapers for the year 1940 reveals 1 
interested in secing the a > the fact that The New Haven Reeg- stra 
ment in the 1941 issue. The addi- |} ister is one of the first fifty eve- rot 
tion of a number of extra pages, ' ning newspapers in total advertising i vm | 
; : : f staid Ra lineage, to be exact 42d in place. The : - 
plus the stiff cloth bound cover, has ‘ profitable market of 342,000 folks JM chai 
been very well received by the fur- ) known from coast to coast as “KEG. : sho 
niture industry. , ISTER CITY” again proves it's trade- re 
p a eae se fany avery | — Worthy. May we send you a colored {7 
A As in the case of last year, every > brochure describing in detail “REG- ( line 
furniture store in the country re-|) IsTER CITY’? Li 3y 
ceived one copy of this handbook , 4 Not 
; Alik 
" St 
i 
a ' Is 
ig Way 
a safe 
An Agency Puts Research to Work— the 
and 


New advertising and selling policies, based on consumer re- 
search, added almost $1,000,000 to the sales of a famous toilet 


article. 
sold many new users. 
years. 


Rising Sales Misleading . 


Meanwhile, continuing consumer research showed that sales 


increases were due to— 


1. The original purchases of new users. 


2. Expansion of initial distribution. , 

But a far more important fact was uncovered. 
P ¢ 

Extensive investigation showed that 50°/, of all new customers « 


stopped using the product after emptying the first package 


Many New Users Bought 


Consumer buying on all products shows some rotation among 
But a 50°, loss was much too high. 
In many major markets the volume act 
ally dropped at a rapid rate. 


Research Reveals Remedies 


Research among consumers 
Changes in the 
product and in the advertising, based on 
the facts uncovered, soon pushed sales for- 
This time on a sound basis. 


direct competitors. 
increases stopped. 


reasons and the remedy. 


ward again. 


- 


* 


ry ae Paget 
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| ey ve ad 
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Within 2 years this product's share of the 
business multiplied 3 times. 
from a market position of 15°, of all retail 
sales in its whole industry, to 45%. 


Many agencies spend 2°, of the advertising budget for 
keting research to guarantee the success of the other 98 


Let us explain how practical marketing research will incre 
the selling power of your advertising. 


C. C. CHAPELLE 


Marketing Research and Merchandising 


340 North Michigan Ave., Chicago ¢ Whitehall 7710 


During the introductory period, effective advertising 
Sales climbed rapidly for the first two 


_ fee 


50°» Quit After Buying | Package 


Salk 


revealed the 


Gain in propor’ 
of total retail * 
commanded by 
product 


It advanced 
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IN DEFENSE ORBIT 


National Defense and The Air Lines 


N 


— 


AMERICAN AIRLINES Inc. 
” Byllepage newspaper copy for American 
Airlines which ran last week in 66 news- 
papers in 54 cities, pointing out the role 
of aviation in the national defense set-up. 


Hudson CopyPounds 


Home Theme All 
Cars Aren't Alike 


Detroit, March 26.—A close tie-up 
between advertising and merchan- 
dising, with sufficient attention to 
each detail of the new spring cam- 
paign, marked the start of Hudson 
Motor Car Company’s merchandis- 
ing this week. 

30th magazine and newspaper 
advertising in the new campaign 
have already been released through 
Brooke, Smith, French & Dorrance, 
Inc., the Hudson agency. Copy 
strategy in both advertising and 
promotion is built on the belief that 
“habit buyers” of automobiles will 
change over to Hudson if they are 
shown that different cars offer 
decidedly different features. Head- 
lines declare: “All Cars Alike? Not 
3y a Jugfull!” “All Cars Alike? 
Not on Your Tintype!” “All Cars 
Alike? Not the Way I Hear It!” 

Subheads point out that Hudson 
is “Different in 5 Important 
Ways!” and text cites the 1941 
safety engineering award won by 
the car, its exclusive safety features, 
and its style, driving and comfort 
advantages. Copy is brief, and con- 
sists mainly of picture captions. 


“Red Devil” Demonstrators 


“Red Devil” demonstration cars, 
finished in brilliant red, were pro- 
vided distributors and dealers for 
the merchandising end of the pro- 
gram and salesmen were drilled on 
a Special five-point demonstration 
built around the advertising theme. 
Direct mail is headed by a 32-page 
rotogravure book which uses the 
“Not By a Jugfull” theme, with the 
same idea used in special window 
displays and posters, door hangers 
and lapel buttons. 

The first issue of Hudson’s new 


|owner magazine, ‘Horizons,’ 


‘ee 
— 


IN BALTIMORE: 


PRODUCERS 
OF SHOWS THAT 


PRODUCE 
RESULTS! 


, 


| x ] F 
went/that he not only likes it, but re- |stores permissible within Utah 
into the mails at the start of the | sponds to it.” Utah Governor | would be unconstitutional. 
campaign, covering highlights of| Hudson sales and _ advertising | Si n Ch | The bill provides an annual $500 
travel, sport and subjects of gen- | executives are holding district man- g Ss ain |license fee for chain stores and an 
additional tax ranging from $1,000 
|to $5,000 annually on all such stores 


eral interest. It circulated more | ager conferences in 10 cities as a . 
than 100,000 copies and a substan- | part of the campaign. These follow Store Tax Bill 


tial increase is expected for April.|51 spring sales drive meetings of; galt Lake City, March 24.— | esti iblished after July 1. 
ithe company’s _ selling forces | Governor ' ¥ ' : 
: vel Herber 3. Maw > > 5 > 
Tested in Advance throughout the country. rovernor erbert I law signed; Governor Maw, in signing the 


into law today a bill taxing chain | bill, declared that if the present 
The full program was field-tested . =e stores in Utah, with the avowed|expansion program of chain stores 
in advance, with advertising tried Georgia Senate Approves purpose of “prohibiting a few com-| was permitted to continue unham- 
out in preliminary insertions at State Advertising panies from obtaining monopolies | pered, it would within a few years 
selected points. District men, dis- The Georgia senate, by a 42 to 1 0m the retail business of the state.” | give them a “virtual monopoly.” 
tributors, dealers and_ salesmen) vote, has passed a bill giving the In this newest action against Chain store interests immediately 
talked over the campaign at nu-|state authority to “advertise andj|chain stores, Governor Maw dis-/laid plans to fight the law. The 
merous field “clinics.” The cam- | promote the agricultural, industrial, regarded legal advice that a/|Utah Chain Stores Association filed 
paign, according to George H. Pratt, | historical, recreational and natural | goubtful section of the bill may/an application with Secretary of 
general sales manager for Hudson, eg yr a. » effective result in throwing out the entire|State E. E. Monson for petition 
“talks a language the man on the if eared te pts poe eter ht statute. Attorney General Grover | books as the first step in a plan to 
street uses in everyday conversa-| had been approved unanimously by | Giles held that a section of the | submit the bill to state voters at the 
tion. And the evidence so far is’ the house of representatives. “ “ |measure “freezing” the number of | 1942 election. 


FELIS CONCOLOR 
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Ou 0 ov ‘g inal Audubon stones , part of the Strobr idge 


collection, are now on exhibition at the Franklin Insti- 


tute, Philadelphia. Chey ave signed “drawn from nature 
by j. WU. Audubon” and dated 1846. 
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Lithography Has Progressed a Long Way From 


the Hand Press That Printed These Famous Stones 


Strobridge has ever kept pace with this progress, 


giving their customers all the advantages of most 


My 
f ANY. efficient plate making, modern high speed presses, 
AZZ “ll advanced printing methods plus the vast ex- 


a | perience gained in over 90 years. 
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DETROIT + 5, SAN FRANCISCO ~ 
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. The new defense series will range | inn ts sed . : says John L. Scott, executive secre. 
Little Leff for between 10 cents and $5. Pocket nee em naar a Direct Mail tary, “so far very little effort has 
albums for mounting the stamps go| York brought its 1940-1941 adver- I tit t Iss es |been expended on what may jy 
s 8 . along with each purchase. | tising and selling course to a climax nstitute u pe a ‘follow through’ of sue) 
Secretar Morganthau. empha-/| March 24 with a graduation dinner * | advertising. — 

Advertising in sized teat BBR ar. co Eterm |and award of the president’s medals First Survey | Collaborating with Mr. Scott op 
child in America will be given full | = re ag A — pre-| Chicago, March 27.—The first re- | this PF ee B. Pye epee Fyfe, Ed. 
l S Bond Bud ef details of this national defense | Writes a Post essay on “What 1| lease of the Direct Mail Research In- The can on hs Pace ig Gay 
. . g savings plan.” Got Out of the Advertising and stitute survey, “How 1,231 Com- | tiie ‘itl te Guia tm the hes 
si . a. atm e " B a ’ os . sy 99 | UIse 
Washington, D. C., March 25.— Set Up New Staff | Charles Wulf p< a Rg sng agg 0 “th 7 | of a year, is $15. The institute's ofc. 

Congress has passed a bill appro- Multi ra yh Cor oration ~ me gg 9 © ee 4c | is at 230 E. Ohio Street, Chic: 0. 

cig A ype apt A new division of the Treasury | Bray _ “How 1,231 Advertisers Reply to 


priating $1,500,000 for the new de- 
fense bonds, and Treasury Depart- 
ment officials said “several million 
dollars” more would be sought from 
Congress to carry on the campaign 
after the end of 
year, June 30. 

It was learned that only a small 
proportion of the initial appropria- 
tion of $1,500,000 will be spent for 
advertising. That amount must 


the current fiscal | 


;of Harold 


called Defense Savings Staff has 
been created, under the supervision 
N. Graves, assistant to 
the Secretary. Harford Powel, for- 
mer advertising man whose affilia- 
tion with the Treasury was an- 


|nounced recently, will have the title 


cover the cost of printing, executive | 


salaries, establishment of a field 
organization, and _ various’ other 
necessary expenses. The Treasury 
had asked for $3,000,000 but the 
sum was cut in half by Congress. 
Direct mail may be the only me- 
dium used until new funds are 
made available. 
Undecided About Agency 

No decision has been reached as 
to whether advertising will be 
placed through an agency. Neither 
have media details been worked 
out, although it is understood that 
newsreels and short feature films 
will be used in the campaign. Radio 
participation will probably be 
limited to one-minute announce- 
ments, and newspaper and maga- 
zine space is slated to be used only 
sparingly. 

Although a figure of $4,000,000,- 
000 has been mentioned as_ the 
Treasury goal, officials are more 
interested in the number of partici- 
pants gained than in the total value 
of their purchases. Personal secur- 
ity, rather than patriotism, is ex- 
pected to be the chief appeal in 
promotion. 
post-war recession is almost inevi- 
table, but that government securi- 
ties are redeemable at any time at 
fixed rates. 

The Treasury Department's new 
defense bonds and stamps will be 
issued in four forms, Secretary 
Henry Morgenthau, Jr., has 
nounced. 


Replace “Baby Bonds” 


One issue will be almost identical 
with present “baby bonds,” and will 


replace them. Intended for indi- 
viduals with small incomes, they 
will be sold in denominations of 


$25, $50, $100, $500, and $1,000. A 
$25 bond will sell for $18.75, and 
will be redeemable at full value 10 
years after being purchased. 
A second intended 
larger investors, will be issued in 
denominations between $100 and 
$10,000. These will sell at 74 per 
cent of maturity value, and will 
mature in 12 years. A third series, 
also in denominations between $100 
and $10,000, will be similar except 
that they will bear 2' per cent in- 
terest, to be paid semi-annually. 
For investors who cannot afford 
$18.75 for a “baby bond,” postal 
savings stamps will be available. 


series, 


“ 


t 


wa 


PROOF 


14.6% is the actual audited and 
certified average sales increase 
reported by dealer survey. 


FREE! 


Analysis of this ouever. also the 


° release. ‘How to Set Up a Suc- 
cessful Dealer Sign Program.” 
and a survey which proves that 
national advertising can be made 
5 times as effective through the 
use of dealer signs, will be sent 
upon request. 


by .. 

ARTKRAFT’SIGN CO. 
GENERAL OFFICES 

900 E. Kibby Street, Lima, Ohio 

The World's Largest ed of All Types 

of Signs 


by 


*Ree U.S Pat. OF 


Copy will point out a} 


an- | 


for | 


of director of information, Defense | 


Savings Staff. 


Label Survey to Roper 

Elmo Roper has been appointed 
by the National Canners Associa- 
tion, Washington, D. C., to make a 
consumer survey on labels, follow- 
ing the association’s decision at its 
annual meeting to check consumer 
preferences in order to guide future 
|activity of its members. 


| Inquiries.” A binder in which to in- 
| clude the 11 remaining monthly re- 
leases was included. } 

“Although millions of dollars are|has signed up for 123 new 
spent annually on advertising 


Cunningham Renews 


and WWJ, Detroit; CKLW, W 


newspapers and magazines and @/Ont.. and WCAR, Pontiac. 
great deal of time and money has for a second year. The prog 
| been spent on research designed to called “News Ace.” §S 


|make advertising more effective,” | Michelson, Detroit, is the age 


Cunningham Drug Stores, Det 


in| grams weekly over WXYZ, | 


CENSUS 
720,000 CONSUMERS 


COUNT 


With substantial gains 

over 1930, the Spokane 
Market today has a total 
population of 720,000— 
enough consumers to con- 
stitute an adequate 


sampling. 


Lf, Df? $F YF yD 
THE Sh ON ATT La’ 


ABRET 


LIVING IN A 
DIVERSIFIED REGION 


Communities of varied 


kinds are formed here— 
Farming, mining and 


lumbering centers, com- 


munities with important 
factories, towns with col- 


leges and universities. 


AN A. C. NIELSEN 
SURVEY MARKET 


The Spokane market is 
one of the areas selected 
for official tests by the 
A. C. Nielsen Company. 
of the 


Some nation’s 


largest and most success- 
ful 


Spokane as a test marke! 


manufacturers us‘ 


THE SPOKESMAN-REVIEW 


MORNING 


SUNDAY 


SPOKANE, 


Combined Daily Circul 


‘ 
»?) 


Advertising Representatives—JOHN B. WOODWARD, Inc.—New York—Chicago—Detroit—Los Angeles—San Fr nce 
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Dodge Truck Copy 
Urces Comparison 
with Competitors 


it, March 27.—With the mo- 
: market expanding at a rate 
mises to make 1941 its big- 


Det 
tor tl 


at 1 
that } 


the economic benefits of operating 
Dodge Job-Rated trucks—*trucks 
that are engineered throughout to 
accommodate the loads they aie in- 
tended to haul and the conditions 
under which the hauling must be 
done.” 

A new “One-Two-Three Ap- 
proach” now incorporated in all 
Dodge truck advertising is designed 
to focus buyers’ attention on the fact 


| that Dodge trucks are priced com- 
| petitively—right down with the low- 


at Low-Priced Truck ‘A’; 2. Look at) 


Low-Priced Truck ‘B’; and 3. Then 
Look at Dodge Job-Rated Trucks.” 
Combined in Newspapers 

In newspaper copy the “One-Two- 
Three” theme and question and 
answer technique are combined, urg- 
ing buyers to inspect the three lead- 
ing makes of low-priced trucks. The 
same technique is being used in 
Dodge truck publication and poster 
advertising as an attention-getter. 

To acquaint the nation - wide 


| merchandise 


| still 


The Job-Rated campaign, intro- 
duced by Dodge at the start of 1940, 
found instant acceptance. Surveys 


;made after copy had been running 


for several months proved that Job- 
Rated trucks were “right up the al- 
ley” of experienced 
farmers and others 
trucks to move materials and 
These same surveys 
brought to light the desirability of 
greater emphasis on the low 
price of the Dodge product, and the 


businessmen, 


who rely on 


spite “One-Two-Three” approach was 
gest year, the Dodge Division of est-priced trucks on the market.) Dodge dealer organization with the | adopted. 
Chrysier Corporation has launched a| Copy uses the question and answer | program, three groups of factory Ross Roy. Inc.. Detroit. is the 
new b-Rated truck advertising| technique. Magazine advertising| truck sales officials headed by L. D. agency. sig ' 
and merchandising campaign. answers the question, “How can I) Cosart, sales manager of the truck | ’ 

Advertising copy for the 1941| cut my hauling costs?” with this an-| division, are spending four weeks r . . 
spring season, released to newspa-|swer: “Look and Save! Buy the One-| touring the country to hold special Kills Fair Trade Bill 
pers, national magazines and busi-| Two-Three Way. * Prospective | meetings in 36 key cities from coast A fair trade bill has been killed 
ness papers, continues to emphasize’! purchasers are invited to “1. Look| to coast. in the Vermont legislature 
— 


15 TOPS 


BECAUSE — 


ISOLATED FROM 
OTHER MARKETS 


Spokane is over 300 miles 

distant from any other 

city of comparable size. 
Its 
bounded by four great 
mountain 
may be made without re- 
sults being affected by 
advertising and sales ef- 
forts elsewhere. 


Inland Empire is 


ranges. Test 


COVERED BY JUST 
TWO DAILIES 


MORNING AND 
SUNDAY 


EVENING 


Dominating influence is 

secured in the Spokane 

Market by using Spo- 
kane’s two great dailies 
alone. Their combined 
week-day circulation is 
over 120,000. The Sun- 
day Spokesman-Review 
has a circulation of over 
90,000. 


METROPOLITAN AND 
RURAL DWELLERS 


of 


122 


“ae, 


Communities are varied 
in size. About half the 
population resides in 
smaller cities and towns 
ranging from very small 
hamlets to communities 


15,000. Spokane has 
162 population, the 


balance of the population 
resides on farms. 


LOW MILLINE 
RATE 


Last but not least, Spo- 
kane’s two daily news- 
papers offer thorough 
coverage of their isolated 
and diversified market at 


reasonable cost. On the 
basis of average daily 
circulation for four 
months ending July 31, 
1940 their milline rate 
was $2.58. 


pokane Daily Chronicle 


EVENING 


WASHINGTON 


1? MOO . 


An All-Time High 


Color Representatives — Sunday Spokesman-Review Magazine and Comic Sections— Newspaper Groups, Inc. 


Promote Heirloom 
Plate with Free 
‘Silverscope’ 


Oneida, N. Y., March 25.—One of 
the newest adaptations of the ever- 
popular horoscope—a copyrighted 
“Heirloom  Silverscope’’—will _ be 
featured throughout 1941 in adver- 
tising of Heirloom Plate, pride of 
Oneida, Ltd. 

The Silverscope was devised by 
Fae Huttenlocher, associate editor of 
Better Homes & Gardens, which 
along with House and Garden and 
Vogue, carrying the Heirloom 
Plate copy this year. Heirloom deal- 
ers are the source of consumer sup- 
ply for the device. 

Printed attractively in blue and a 
rose tint, the Heirloom Silverscope 
consists of a paper wheel which re- 
volves within a four-windowed en- 
velope. Turn the wheel, for in- 
stance, to “Formal Dinner.” Through 
one window is seen the proper place 
setting of silver and other ware; 
through another, the serving pieces; 
through a third window, the correct 
table and decorative 


Is 


cover acces- 
sories; and through the fourth, 
proper dishes and glassware. The 


inside front cover displays the 29 
different pieces necessary for a com- 
plete set of silverware. 
is named 


Each piece 
and numbered, and each 
place and serving piece in the win- 
dows of the ‘Scope is numbered cor- 
respondingly 

The Silverscope poses the answers 
to two merchandising problems, cre- 
ating additional traffic and 
“selling over” to prospective brides 
and hostesses who would like a com- 
plete silverware but are too 
budget-conscious. The device was 
drawn up with the idea that when 
a woman enters a dealer's store to 

t the Silverscope she saw adver- 
tised as a free offer, she is thinking 
about silver. And in the hands of 
the salesman or in the bride’s home, 
it continues to sell Heirloom Plate. 

Moser & Cotins, Inc., Utica 
New York, is the agency 


store 


set 


and 


Michigan Governor 
Signs $325,000 Ad Bill 


Although expressing dissatisfac- 
tion with the small amount set 
aside to advertise Michigan as a 
whole, Governor Van Wagoner has 
signed a bill appropriating $325,- 
000 to advertise the state’s tourist 
and agricultural advantages during 
the next two years. 

Van Wagoner had urged passage 
of a $400,000 bill and recommended 
a state director of advertising to ad- 
minister the funds. “Such states as 
Florida and California do a_ better 
job of advertising their recreational 
facilities than does Michigan,” he 
|said. “It was my objective to make 
/Michigan tourist advertising the 
| best in the nation. While we prob- 

| ably cannot accomplish this with 
}the present legislation, we can still 

carry on a moderately successful 
| program.” 


Bowman to “Liberty” 

Edward L. Bowman, formerly 
Detroit manager of the “Cleveland 
|Shopping News,” has joined the 
| Detroit sales staff of Liberty. 


WHK 


CLEVELAND, OHIO 


REPRESENTATIVES—RADIO ADVERTISING 
CORPORATION 
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Sears Reports 
1940 Net Income 
of $36,086,668 


More Than $11,000,000 
Spent on Newspaper 
Advertising in Year 


Chicago, March 25.—Selling costs 
of Sears, Roebuck & Co. from Feb. 
1, 1940 to Jan. 31, 1941 totaled 
$631,505,564 to achieve net sales of 
$704,301,014. The net consolidated 
income on the year’s business was 
$36,086,668, compared with $37,255,- 
274 for the previous year on smaller 
net sales of $617,414,266. 

Selling costs in this instance, ac- 
cording to the annual 
cluded the total paid to manufac- 


PHOTOS 8x10 Be 


In lots of 100 or more 
¢ actual photos in your catalogs, portfolios 
mail Send photo or negative We 
{Quotation upplied for any size Same 
Photo post cards |'2c in lots of 1000. 
Window Disp lays —Enlargements— Transparencies 
Commercial Photo, 41 W. 45th St., WN. ¥ 


direct 
do the = rest 
low prices 


report, in- | 


all advertising and promotion, in- 
| cluding catalogs; all payroll and ad- 
ministrative costs, rents and state 
and local taxes, and all general ex- 
pense incident to the operation of 
the business. 

One unusual feature of the report 
folded insert which, when 
|spread out, gives the reader a com- 
prehensive statistical account of the 
year’s operations, embellished with 
a pictorial graph showing how the 
customer’s dollar was spent. The 


is a 


reverse side of the insert is a color- | 


ful chart showing how the company 
is organized to carry out its opera- 
tions. 
Gives Sears Story 

Another feature of the report is 
“The Story of Sears,” by M. B. 
Yarling. “The appearance of this 
| type of story in an annual statement 
|is at least a marked departure from 
|custom,” says T. J. Carney, presi- 
dent. “It is submitted to the stock- 
holders of the company and to the 
members of the organization with 


the feeling that it will increase 
their knowledge of the background 
and philosophy of the company into 
which they have invested either 
their money or their time—or both.” 

In telling about the metamor- 
phosis of the company from a 
strictly mail-order concern to one 


{turers for merchandise, the costs of including retail sales the story 
|points out that “at length, the com- | 
|pany discovered, through trial and | 


|error and torment, that the best 
vehicle for retail promotion was the 
|daily newspaper. Accordingly, the 
|company became the largest direct 
buyer of newspaper column inches 
in the country and its bill for white 
space in 1940, for example, was 
|}more than $11,000,000.” In the last 
five-year period the company has 
| spent $55,716,000 for newspaper ad- 
vertising. 
Special Events Scheduled 


Continuing, the report says, “In 
time, the major procedure of retail 
promotion became grooved: collec- 
tive nation-wide sales were geared 


to seasonal buying splurges. Mainly | 


these were: the ‘Anniversary Sale’ 
in the autumn, the ‘Value Demon- 
stration’ in the spring, the quaint 
and imaginative ‘King for a Week’ 
event in late winter, the ‘Super 
Value Days, Dollar Days.’ In addi- 
tion there blossomed numerous de- 
partmental promotion and certain 
selling drives of local import and 
local color.” 

In the fiscal year the company’s 
|Los Angeles mail order plant was 
enlarged, a new “A” type depart- 
ment store was opened in Phoenix, 
Ariz., and 19 standard, medium-size 
stores of the “B” type were opened. 


THE Reuspen H. DoNNELLEY CoRPORATION has selected the winners in 
contests totaling over $1,500,000 in prizes. 


THe Reusen H. DonNELLEY CorporaTION has judged over 9,000,000 


contest entries. 


Donnelleys have maintained their position of leadership 


‘Because: 


Donnelley’s service is a complete service. 


Donnelleys guarantee absolute fairness to every contestant. 


Donnelleys are an economical cost to the advertiser. 


Donnelleys legally protect the sponsor. 


Donnelley’s reputation can be used to advantage in explaining 
how every contestant is guaranteed a square deal. 


H. DONNELLEY CORPORATION 


— Gontest Judging Division 


350E.22ndSt., CHICAGO 727 Venice Bivd., LOS ANGELES 


\in dealing with 
| has 


GETTING BACK 


| One of a new series of newspaper ad- 


vertisements for La Palina built around 
the theme, “It's good to get back.” 


In addition, 46 small stores were 
established in towns and communi- 
ties smaller than those in which | 
Sears has heretofore located. At 
the year’s end the company had 181 
catalog order offices operating 


throughout the nation in trading 
areas served by the mail order 
plants. This program was de- 


veloped gradually as 
locations were found. The catalog 
order offices accounted for some- 
what more than 3 per cent of the 
mail order sales. 

“Considerably over one-half of 
the business of the company is now 
conducted through its retail 
stores,” Sears statement, 
comparing the company with pre- 


promising 


Says a 


|vious World War days when all the 


business was mail order. “Conse- 
quently a much greater flexibility 
changing markets 
been secured because in the 
stores prices do not need to be set 


|for a fixed period as is the case of 


the catalog.” 


| Borden Expands 
1941 Advertising 


New York, March 25.—One cent 
out of every dollar received by the 
Borden Company in 1941 was de- 
voted to advertising, according to 
“A Note to Consumers” included 
with the 83rd annual report of the 
company just released. The annual 
report then goes on to tell how effec- 
tive advertising was last year, espe- 
cially that involving Elsie, the Bor- 
den cow, and notes that “this 
effective advertising support of our 
products will be enlarged and con- 
tinued in 1941." The company’s net 
income for 1940 was $7,582,617, or 
$397,220 less than in 1939. 

A separate page devoted to a word 
and picture story of Borden adver- 
tising notes that “in 1941 the flesh- 
and-blood Elsie from Borden's 
World's Fair Exhibit will again 
make personal appearances through- 
out the United States and Canada; 
the Elsie series in magazines and 
newspapers will continue, and more 
animated Elsie store displays will 
be brought out—all for the purpose 
of convincing the consuming public 
of our slogan—‘If it’s Borden's, it’s 
got to be good.’ ”’ 

Continuing, the report says, “In 
advertising, in publicity, and in com- 
munications to customers and the 
general public, a continuous effort 
is being made to dispel some of the 
mystery formerly surrounding the 
milk industry, to destroy some prev- 
alent fallacies about the industry 
and to answer with facts and figures 
the misrepresentations circulated by 
critics.” 

Photographs, a map, a _ pictorial 
graph and drawings are used to 
carry home to stockholders the story 
of Borden operations and how they 
fit into the national picture 


A. C. Gilbert Co. 

Net income for the year ending 
Jan. 31, 1941, was $288,003, 
pared with $232,942 fo 
ing veal 


com- 
the preced- 


Kimberly-Clark Corp. 

Net income for 1940 was $2,278,- 
961, compared with $2,651,365 for 
the preceding year 


Texas Corp. 
Earnings for the year ending Dec 


31, 1940, were $31,547,662, com- 


— 


pared with $32,886,807 for the pre. 
ceding year. 


Anheuser-Busch 
Net income for 1940 was $6 407. 
882, compared with $7,013,250 fo, 


'General Electric 


Earnings for 1940 were $56.24). 


| 083, compared with $41,235,644 fo. 


1939. 


| Int. Business Machines 


Net income for 1940 was $9 43). 
013, compared with $9,092,692 fp, 
1939. 


Universal Pictures 

Net income for 13 weeks ending 
Feb. 1, 1941, was $553,795, befor: 
provisions for excess profits t: 


Aluminum Goods Mfg. Co. 

Net earnings for 1940 were §}].. 
131,457, compared with $1,131.33) 
for 1939. 


Pet Milk 
Net profit for 1940 was $1,240,712. 
compared with $1,129,888 for 1939 


Loft, Inc. 

Net income for the year ending 
Dec. 31, 1940, was $2,820,271, com- 
pared with $12,135 for the previous 
year. 


National Container 
Net income for 1940 was $795.67]. 
compared with $357,945 for 1939 


Universal Pictures 

Net profit, before provision fo 
income tax, for 13 weeks ending Fel 
1, 1941, was $553,795. 


Heywood-Wakefield 


Net income for 1940 was $303,787, 


compared with a net loss of $25,487 
for 1939. 


Holland Furnace 

Earnings for 1940 were $1,616,506 
compared with $1,453,185 for the 
year preceding. 


Koppers 

Net profit for the year ending Dec 
31, 1940, was $3,934,832, compared 
with $2,374,649 for 1939. 


National Cash Register 

Earnings for 1940 were $2,051,727, 
compared with $1,805,086 for the 
previous year. 


Postal Telegraph 
Net loss for the 11 months ending 
Dec. 31, 1940, was $2,564,205. 


Time, Inc. 

Net income for 1940 was $3,494.- 
590, compared with $3,206,751 for 
1939. 


Montgomery Ward 
Profit for the year ending Jan. 31, 
1941, was $23,028,017, 


HEY! 


We believe that COPY. the 
ADVERTISEMENT. is the 
most important thing in ad- 
vertising. We've a conviction 
(we are part trish) that the 
stubborn and regular appeur 
ance of your advertising. com 
tinuity, is more important than 
copy. It is what you say. how 
you say it, how often you sy 
it. that makes buyers think. It , 
is what they think that gov 
erns their buying. It is whut 
and where they buy that pro! 
its you. or a competitor. If 
you aren't selling as you know 
you can sell... look to your 
copy. Maybe you've cont: ed 
research with advertising: 
maybe you've confused lay out 
and design with advertising: 


compared 


at a we nee 


| masbe merchandising ‘4° 
} stepped in front of your ul. 
| vertising, blotted it out: may 


be you'd rather get a col 
| back than make your a) a 
| tising make people PRE ER 


the things that vou sell. ©! ) 
is the most important ing 
in advertising . . and the 


hardest thing to get. 


OREN ARBOGUST | 
ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO 
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with $27,010,645 for the previous 
yeal 
Brunswick-Balke-Collender 

Net profit for the year ending Dec. 
31, 1940, was $2,383,497, compared 


wit! $2,037,435 for the preceding 
yeal 
Conde Nast 


Net income for 1940 was $263,162, 
compared with $240,327 for 1939. 
Hamilton Watch 

Earnings for 1940 were $899,424, 
compared with $824,563 for 1939. 


U. S. Playing Card 

Net income for the year ending 
Dec. 31, 1940, was $1,008,687, com- 
pared with $975,640 for the year pre- 
ced! 
Pepsi-Cola 

Net earnings for the year ending 
Dec. 31, 1940 were $5,821,853, com- 
pared with $4,870,479 for 1939. 


Underwood Elliott Fisher 


Net income for 1940 was $2,22 


2,226,- 


955, compared with $1,857,080 for 
1939 
Westinghouse 


Net earnings for 1940 were $18,- 
985.428, compared with $13,854,365 
for the previous year. 

Bausch & Lomb 

Net income for 1940 was $1,675,- 
772, compared with 
1939 
Beech-Nut Packing 

Net income for 1940 was $2,889,- 
939, compared with $2,472,658 for 
the previous year. 

Lockheed Aircraft 

Net income for the year ending 
Dec. 31, 1940 was $3,165,675, com- 
pared with $3,132,918 for 1939. 


Pfeiffer Brewing 

Net earnings for 1940 were $456,- 
409, compared with $616,454 for 
1939 


Pratt & Lambert 
Net income for 


925 ompared 
1939 


Wm. Wrigley Jr. Co. 
Net profit for the year ending 


Dec. 31, 1940 was $8,226,648, com- 
pared with $8,650,976 for 1939. 


1940 was $444,- 
with $538,175 for 


Studebaker Corporation 

Consolidated net income for 1940 
was $2,124,628, compared with $2,- 
923,251 for 1939. 


New...1941 Edition 


ORDER NOW... NEW 1941 
Standard Advertising Register 


The new 1941 Standard Register lists 
over | 2 OOOnational andsectional adver- 


tisers It gives the executive personnel 


of the advertiser; including advertising 
manager, sales manager, divisional man- 
agers etc. Itshowsthe agency or agencies 
Placing the account, in most instances 
with the agency account executive. It 
Outlines the distribution of the adver- 
iser's product and shows the advertis- 
lia used and time of year when 


ng budgets are made up 


In fact, whether you sell space, time 


oF material, it gives all necessary infor- 
matic effectively solicit the adver- 
hser agency either by mail or in 
Person. Get more information about 
this valuable service. 


NATIONAL REGISTER 
PUBLISHING CO., Inc. 


330Wi42nd St 333 N. Michigan Ave 
New York Chicago 


$1,387,357 for | 


FEATURES PACKAGE 


E-Z-SERVE 
MEAT LOAVES 


E-Z-SERVE Containers Win FIRST PRIZE 
in All-America Package Competition 


fowy tet hE aren Lewes Can't be Beart 


mORRELL &@ CO 


STORET 10S AmOTLES, COLPORMs 


A NOW C-D-SenvE Gece 


ee 


The package gets the emphasis in this 

newspaper insertion for Morrell's E-Z- 

Serve meat loaves, its selection in the 

All-America package competition being 
featured. 


W. T. Grant Company 
Preliminary consolidated net 

earnings for the year ending Jan. 

31, 1941 were $3,542,210, compared 


with $3,824,996 for the previous 
year. 
Sun Oil 


Net income for the year ending 
Dec. 31 was $7,969,068, compared 
with $6,959,677 for the year pre- 
ceding. 


Flintkote Co. 

Net income for the year ending 
Dec. 31, 1940, was $1,436,550, com- 
pared with $1,432,383 for the pre- 
vious 12 months. 


Household Finance 

Net income for 1940 was $6,142,- 
050, compared with $6,045,016 for 
the previous year. 


Remington Rand 

Net income for nine months end- 
ing Dec. 31 was $2,026,372, com- 
pared with $1,104,418 for the like 
period in 1939. 


Shell Union Oil 


Net income for 1940 was $15,600,- 
000, compared with $11,805,713 for 
1939. 


Ward Baking 

Net loss for the year ending Dec 
28, 1940, was $46,745, compared 
with a net profit of $203,972 for the 
previous year. 


Du Pont de Nemours & Co. 

Net income for 1940 was $86,- 
945,173, compared with $93,218,664 
for the previous year. 


B. F. Goodrich Co. 

Net income for the year ending 
Dec. 31, 1940, was $6,104,993, com- 
pared with $6,628,746 for 1939. 


Goebel Brewing Co. 

Net income for 1940 was $390,- 
417, compared with $330,953 for the 
previous year. 


Jewel Tea Co. 

Net income for the year ending 
Dec. 28, 1940, was $1,576,995 com- 
pared with $1,583,177 for the 
vious year. 


La Salle Extension 


Net income for 1940 was $72,106, 
compared with $76,055 in 1939. 


Libbey-Owens-Ford 

Net income for the year ending 
Dec. 31, 1940 was $9,992,766, com- 
pared with $8,062,752 for the 
preceding. 


pre- 


year 


Munsingwear 

Net income for 1940 was $88,459, 
compared with $43,390 for the pre- 
vious year 


National Biscuit 

Net income for the 12 months 
ending Dec. 31, 1940 was $11,148.,- 
826, compared with $12,334,004 for 
1939. 


" “ oy ree " 
ye ‘ae 


Underwood Keys 
‘Biggest Drive’ 
to Time Theme 


New York, March 26.—What Wil- 
liam H. Knudsen of the National 
Defense Commission calls the “ter- 
rible urgency” of the present demand 
for increased production of defense 
materials will be capitalized by Un- 
derwood Elliott Fisher in its 1941 
advertising campaign, with much of 
the copy stressing the limited time 
left for completing industry’s job in 
1941. The drive is identified by C. 
H. W. Ruprecht, advertising mana- 
ger, as “the largest national adver- 


tising campaign in the company’s 
history.” 
One spread, heavily illustrated 


with UEF products, will carry the 
headline, “America has no Corner 
on Time!” with a subhead announc- 
ing that “the only way America can 
get more time is to save it. Let’s 
make time-saving a national obliga- 


tion.” The tie-up comes in the bot- 
tom line which reads, “Underwood 
Elliott Fisher—Speeds the World’s 
Business!” 


High attention value is being as- 
sured by using spreads in such mag- 
azines as American Business and 
System, Business Week, Collier's, 
Dun’s Review, Financial World, 


Fortune, Forbes, Harpers Magazine, 
Nation's Business, New York Times 
Magazine, Popular Science Monthly, 
The Saturday Evening Post and 
Scholastic; such school publications 
as American Schoolboard Journal, 
American School & University, 
Catholic School Journal, Gregg 
Writer, Journal of Business Educa- 
tion, Journal of National Educa- 
tion Associations and School Man- 
agement; such business publications 
as The Office, Office Appliances and 
Geyer’s Topics; such specific group 
magazines as American City, Chi- 
cago Purchaser, Controller, Jewel- 
ers’ Circular-Keystone, Journal of 
Accountancy, Journal of National 
Association of Cost Accountants, 
Modern Lithography, National Au- 
ditgram, Purchasing and. Retail 
Management, and others. 

The spreads will be supplemented 
by individual product advertising in 
a list of national magazines, school 
magazines and business publications 
for a total of 315 insertions. Limited 
use of newspapers and radio will 
round out the campaign in key cities 

Marschalk and Pratt is the agency 


Taylor to Goodkind 

Garrick M. Taylor, formerly with 
Mitchell-Faust Advertising Com- 
pany, has joined the creative staff 
of Goodkind, Joice & Morgan, Chi- 
cago. 


Wadman to Manage 


Palmer Properties 


Rex W. Wadman, publisher, Die- 
sel Progress, has been appointed 
general manager of the estate of 
Russell Palmer’s Eastern publishing 
properties. These consist of World 
Petroleum, Facts About Sugar and 
Canadian Oil & Gas. 

For the time being the headquar- 
ters of the three Palmer publica- 
tions will remain at 95 River street, 
Hoboken, N. J. Later they will be 


switched to Mr. Wadman’s offices 
York. 


at 2 W. 45th street, New 


Appoints J. M. Mathes 

Castle Films, New York, has ap- 
pointed J. M. Mathes, New York, to 
direct its advertising. Business pa- 
pers will be used for commercial 
films, while magazines and newspa- 
pers will be used for home projec- 
tion films. 
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Increasing Trend 
fo Higher-Priced 
Refrigerators Seen 


Detroit, March 25.—A marked 
buying trend toward higher-priced 
Kelvinators will gain further mo- 
mentum this spring, in the view of 
Frank R. Pierce, general sales man- 
ager of the Kelvinator Division, 
Nash-Kelvinator Corporation. The 
division is currently conducting an 


extensive campaign for its new 
models. 
Kelvinator retailers have noted 


the trend, Mr. Pierce related, and 
dealer sales of models retailing 
above $150 are 33 per cent above last 
year’s record-breaking results. He 
believes that this trend toward 
higher-priced models will be speeded 
up because, as estimates show, the 
public will have considerably more 
money to spend on such household 
appliances as electric refrigerators. 

The industry, Mr. Pierce believes, 
may benefit from its biggest selling 
season in history, with carload or- 
ders from dealers already running 
more than double those of a year 


OFFICE FORMS 
‘LETTER HEADS 
STATEMENTS 


RAPID COPY SERVICE CO. 
123 N. WACKER DRIVE 
CHICAGO, ILLINOIS 
Telephone STATE 5978 


ago, and shipments to dealers in 
preparation for the peak selling 
months the highest on record. This, 
together with a _ vastly-increased 
consumer buying power and out- 
standing products offered by the in- 
dustry this year, should push sales 
to new all-time highs for spring, he 
said. 
Ask Dealer Support 

Kelvinator’s sales campaign is 
pitched on lines calculated not only 
to get prospects into the dealer’s 
place of business, but to get them to 
buy up to the higher-priced models. 
Dealers are urged to dress up their 
windows and stores as they would 
for a special event; to display their 
product for best selling results; and 
to increase advertising in newspa- 
pers, radio and posters. 

For windows and stores, Kelvina- 


tor is making available a group of | 
animated | 


including an 
|\“Wise Old Owl” window display, 
|special spring campaign window 
trims and banners, special price tags, 
double-faced neon signs and 
|type neon signs. To enable dealers 
to display Kelvinator electric re- 
frigerators colorfully, several types 
|of display units are offered, includ- 
ling three-unit and single-unit dis- 
| plays. 


|sales helps 


Largest Campaign 


The company’s spring campaign, 
| largest in its history, dwells on the 
| theme “Look at the Beauty—Look at 
the Extras—Look at the Price,” and 
| features the slogan “Get More—Get 
Kelvinator.” Copy is being carried 
in national magazines and newspa- 
pers in key cities, and spot radio an- 
nouncements, featuring the new 
Kelvinator song commercials, are 
being aired over approximately 50 
stations. 


Adds 18 Newspapers 


The Comet Rice Mills has added 
18 daily and weekly newspapers in 
New Jersey to its schedule, with 
Comet natural brown rice, a source 
of Vitamin B,, to be featured. 
tracts placed by Freitag Advertising 
Agency, Atlanta, call for an initial 
run of 13 weeks, with possible re- 
newals. 
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Measuring Advertising Attention with the Scanacord 


The Scanacord, developed by Herbert A. Thompson and Leonard E. Luce of J. Walter Thompson Con 
pany, New York, for the measurement of reader attention, has been considerably refined since 


introduction several years ago, and the machine has been made much more compact. 


It is being gives 


further tests at the Museum at Radio City now, and the photos below indicate how it operates. | 


application to outdoor advertising is a new development. 


The speed of the moving panels containir 


the posters is timed to approximate a car moving past 24-sheets at moderate speed. The same plan 
being used to gauge shelf appeal of packages—that is, a moving panel passes in front of the subjc 
at about the same speed that a shopper passes shelves in a store. 
by Messrs. Thompson and Luce. 


The Scanacord is a camera which records the action of the eyes as 
they read a printed page, or an object in action. 
these recordings is to determine which parts of printed pages, 
people look at most and which parts they look at least. 
parts of the 


from all 
Rockefeller Center 
made and facts 


of people 
Museum at 
habits are 


Here the Scanacord is photographing the action of the young lady’s 
eyes and at the same recording the passing scene, a section of which 


is shown in the photograph. 


where 
compiled 
advertisers. 


A full city block passes before her 
eves while traveling at a speed approximating 25 
Window displays, posters, automobiles, etc., vie for her attention. 


The following captions were suppli 


ny 
we 


The telescopic lens of the Scana 
cord points directly at the corn 
of the reader’s eye as she sca) 
the printed page or the passir 
scene, The eye moves from left 

right or top to bottom and the r 
flection moves with the eye fro) 
left to right or from top to botton 
At the same time the turnin 
pages or the passing scene are r 
flected from the mirror-like sur 

face of the eye. 


The purpose o} 
etc., 
Thousands 
United States visit the Science 
recordings of their reading 
for use of publishers and 


. 
old 
sa 
a 
q 
ty) 
™ 


miles an hour. 


In frame 1 (in the strip of film at right) is the photographic record of the position of the young lad 
eyes (as represented by a red dot on the film and a black dot in this reproduction) as she first looks 


the passing street scene. 


Frame 2 shows the position of her eyes at the next interval and also shows | 
street scene as it appears at this interval, having moved slightly to the left. 


Frame 3 shows that the px 


tion of the eye (as indicated by the dot) has moved to the upper right hand poster and shows the str 


scene as it appears at this interval, having moved slightly to the left. 


tion of frames 1, 2 and 3. 


Frames 4, 5 and 6 are a contin 


The relation of the dot to the photographic picture of the film is determ 


by the relation of the position of the photographic picture to the “frame” on which it appears. i.e.: w! 
the picture appears to the left of the film it indicates that the observer is looking at something at the 


of the scene or page, as in frame 1. 
the observer is looking at something at the right of the 


When the picture appears at the right of the film it indicates 
page or scene, as in frame 3. Similarly 


determine whether the observer is looking at the upper or lower part of the page or scene; and s 


larly we 


determine at whatsoever part of the page or scene the observer is looking at any given 


and we hold these films as permanent record for study and compilation to determine how thous 


of people look at any object. 


(This 


film reproduction has been condensed and shows every sixti 


frame.) 


— 
R di R t i] regional networks and increased in | neous, largely from new bu 
adio etdl regional non-network (national chamber of commerce and el 
Ad ti s spot) and local. In general adver- chants’ associations classifi Pr 
ver IsSIng tising all business sources declined up 81 per cent; public utility 26 
T d I U xcept program units piaced Iccally. per cent; religion up 27 pe t 
ren Ss P Comparing national network tobacco up 8 per cent, an le 
Washington, D. C.. March 26. business for December with Novem- | requisites up 18 per cent. ! = 
There is evidence of an increase in ber. general advertising increased accounts declined from 178,2 
both program and announcement 3-8 per cent. December business in in November to zero in De bel 
units in retail advertising and a the automotive classification was up and wearing apparel was off . 
decline in both program and an- 64 per cent; building materials up cent. 
nouncement units in general adver- 84 per cent; confections up 10.5 per In considering this re} ‘ 
tising, according to the December, Cent: financial up 6 per cent; gro- NAB calls attention to the ! 
1940, broadcast advertising unit ceries up 5.5 per cent; housing there were 31 days in D , 
report of the National Association ©@Uipment and supplies up 12 per compared to 30 in Noven 
of Broadcasters. In the retail classi- cent: industrial up 14 per cent; Sunday, Monday and a) 
fication, program units increased insurance up 15 per cent; jewelry occurred five times in D . 


business but 
declined on 


for all sources of 
announcement units 


and and Saturday and Sunday ! 


in November 


silverware up 25 per cent; 


medical up 7.5 per cent; miscella- 


————— 
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March 31, 1941 


ADVERTISING AGE 


Fly Doubts Radio 
Wants Commercial 
Television Status 


Hearing Indicates Pe- 
culiar Hesitancy on Part 


of Chains 


Washington, D. C., March 25.— 
National defense requirements may 
have a serious effect on the develop- 
ment of television, it was indicated 


by veral industry witnesses testi- | 


fvil at Federal Communications 
Cor iission hearings on the adop- 
engineering standards and 
the granting of commercial status. 
Hearings covering two and one-half 
days were completed here yester- 
day 

Paul A. Porter, counsel for Co- 
lumbia Broadcasting System, in 
expressing the fear that television 
may be in for “another false start” 
if mmercialization is permitted 
now, pointed out defense require- 
ments may prevent the manufac- 
ture of receivers. 

He suggested that the FCC query 
Army, Navy and Office of Produc- 
tion Management chiefs to deter- 
what effect defense require- 
ments will have on the manufacture 
of television receiving sets. He 
ie it clear that CBS is ready 
to go ahead with television if such 


tio! f 


mine 


an investigation discloses that 
facilities for making sets will be 
available when standards are set 


and commercialization authorized. 

If such a survey proves that 
granting of commercial status 
should be postponed, Mr. Porter 
suggested that engineering § stan- 
dards be adopted, “but make it 
clear in so doing that no widespread 
public participation is to be ex- 
ected. And secondly, give sanction 


commercialization, if by com- 
alization you mean the right 
of broadcasters t@ sell time. But 


age’n make sure that the public is 
not misled into believing that an 
extensive service can be created.” 
Dr. C. B. Jolliffe, chief engineer 
of RCA _ Research Laboratories, 
made a similar point when he urged 
the FCC to fix the date for com- 
mercialization only after giving due 
consideration to national defense 


problems. FCC Chairman James 
L. Fly questioned Dr. Jolliffe at 
length, contending that RCA had 


reversed its stand of a year ago. 
Chairman Fly wanted to know 
why RCA was ready to go ahead 
last year and not now. Dr. Jolliffe 
explained that at that time receivers 
were being sold and the industry 
knew something about it, but in the 
interim since commercial status was 
revoked by FCC edict, the industry 
has had nothing upon which to base 
its plans. He indicated, however, 
RCA had the plant and per- 
el to proceed with manufacture 
Ol sets as soon as the 


thet 


sor 


commission 


J 


MOTION 
TS ° 


FREE OFFER Write 


for FREE proofbooks and 


ving 
3 ‘ z 


bligations The wor 
‘ 
wer 6.000 human interest sale 


EYE CATCHERS, lic. 
East {8th Street, New York 


} 


DOG WAGS TAIL 


lronrite lroner Company, Detroit, calls 
attention to the two usable ends which 
are a feature of its machine with this 


four-color display. The dog's tail wags 
as the roll message turns. 


obtained sufficient data from the 
industry and from defense agencies. 

Recommendations of the National 
Television System Committee were 
similar to those made at a previous 
meeting two months ago, except 
that a 525-line screen is now advo- 
cated whereas the previous sugges- 
tion was for 441 lines. 

The standards were almost unani- 
mously approved by industry repre- 
sentatives who testified, although 
Allen B. Dumont, head of Allen B. 
Dumont Laboratories, Inc., did ex- 


press the fear that the practical 
effect of adoption of suggested 
standards would be to freeze out 


transmission and receiving develop- 
ments of his. 


Mr. Dumont urged immediate 
commercialization, and said that 
further delay would result in a 


decrease of development work. The 
industry, he said, cannot continue 
to make financial outlays for re- 
search without some hope of return 
on its investment. 

The time is ripe for promotion of 
television, he claimed, since em- 
ployment is high and _ purchasing 
power of the public improved. 
Although set manufacturers are 
busy with defense orders, television 


{equipment could be produced on a 


large scale, he argued. It was also 
his belief that if the television 
industry is given a start now, expe- 
rience gained would help take up 
any subsequent slack in the defense 
program. 

Several witnesses, 
David B. Smith of Philco Radio & 
Television Corporation, Adrian 
Murphy of CBS and Dr. A. N. Mor- 
ton of the National Broadcasting 
Company, urged the FCC to drop 
its plan to require commercial oper- 
ation for five hours a day, six days 
a week, when commercialization is 
granted. 

These witnesses claimed that the 
cost of operation on such a basis 
would be prohibitive, that equip- 
ment would be in commercial use 
for such a large proportion of avail- 
able time that further research 
would be stifled, @nd that sufficient 
man-power to operate on such a 
is not available. 

An objection of this nature by 
Mr. Murphy caused Chairman Fly 
to comment: “I'm wondering if the 
industry really wants to go 
mercial.” 

RCA-NBC 
FCC proposal 
ownership 


including 


basis 


com- 


objected to the 
limiting multiple 
Industry spokesmen in- 


also 


dicated a desire for commercial 
status, and agreed with Chairman 
Fly that regular programming is 


necessary to build an audience, but 
suggested a schedule of two hours 
a day, instead of five 

Testimony as to the cost of pro- 


ducing television programs ran the 
gamut. Dr. Morton said that the 
NBC average for last year was 


$1,000 an hour. A representative 
of General Television Corporation, 
on the other hand, said that concern 
was able to telecast for $50 an hour. 
NBC and CBS officials asked for 
further details 


Re-elect Earl Gammons 


The eleventh district of 
tional Association of 
embracing Minnesota, North and 
South Dakota, has re-elected Earl 
Gammons, WCCO, Minneapolis, for 
the fourth term as director 


the Na- 


Broadcasters, | 


Bemberg Revives 
Co-op Promotion 
Allowance Plan 


New York, March 26.—Returning 
to an advertising allowance policy 
for the first time since 1938, Ameri- 
can Bemberg Corporation will inau- 
gurate a new cooperative promo- 
tion policy on all rayon business 
booked after May 31. The policy 
was developed in line with accepted 
interpretations of the 
Patman Act. 

Although the Bemberg appropria- 
tion is offered only to direct cus- 
tomers of the company, provision 
is made for the re-allocation of the 
funds to garment manufacturers 
and sellers further along the dis- 
tribution line. 

Bemberg will contribute up to 
one cent per pound of Bemberg 
rayon purchased by customers pro- 
vided the latter or their customers 
contribute an equal sum to defray 
promotion costs on a 50-50 basis. 
The plan includes in its scope pub- 
lication advertising, direct mail and 
point of sale display. 

In order to comply with the law, 
Bemberg informed its customers, 
“money allocated to your customers 
must be offered prorata based on 
the poundage of yarn required to 


Robinson- 


weave the yardage of fabric pur- 
chased from you by each individual 
customer. In no case can the total 
amount spent with any one of your 
customers exceed his prorated share 
of our appropriation.” 

All finished merchandise must 
carry a label or tag stating it is 
made of Bemberg rayon, in order 
to qualify for the allowance. Other 
provisos are that copy must be 
approved in advance by a Bemberg 
representative; copy must “contain 
plain reference to Bemberg rayon 
as a contributing factor to the 
desirability of the item advertised”; 
and the word Bemberg must be 
given “headline prominence” and 
must be used in the headline “with 
at least equal prominence with any 
other company name or trademark” 
included in the ad 


Joins Lynn Baker Co. 
Theodore Wick has been = ap- 
pointed director of radio for Lynn 
Baker Company, New York. He 
was formerly an assistant director 


with Columbia Broadcasting Sys- 
tem, New York. 


Baker Adds Robbins 


Norman Robbins, formerly assist- 
ant editor with McClure Newspaper 
Syndicate, New York, has joined 
the creative staff of Lynn Baker 
Company, New York. 


23 
Cory Snow Takes Over 
Providence Agency 
Cory Snow, Inc., Boston, has 
taken over the Shell Advertising 
Company, Providence, R. I. and 
appointed its owner, Sheldon D. 
Spencer, as branch office manager 


of the Providence unit. 


The agency has been appointed 
to handle the account of the Ma- 
honey Chair Company, Gardner, 
Mass. Direct mail and _ general 


magazine copy will be used in pro- 
moting the new Siesta chair and 
Siestabed. 


Promotes New Train 


The Southern Railway System 
used newspaper space in several 
Southern cities March 11 to an- 
nounce a new. streamliner, the 


Southerner, to begin service March 
31 from New York to New Orleans 


Consurs docant crack wiss 


en eee 


Clever ad man who know his stuff 
investiaate Roto-Lith better off- 
set Phone call bring printing 
consultant with plenty ideas— 
save time—save money—get com- 
pliments from boss. 


LLS ST. CHICAGO 
* HEM,22I11. 


“This Layout is 
the McCoy! 


... but will it look this well 
in print?” 


WILLIAMS: ‘We want the descriptive small type 
to be clear and readable and we'll need a sheet 
that’s really opaque to keep our halftones free 
from show-through. My advice is to put it on 
Hammermill Opaque. Let's get Bill’s expert 


opinion.’ 


SO THEY PUT IT UP TO THEIR PRINTER 


PRINTER: “You're right. Hammermill Opaque 
is the paper for that job, whether we print it 
letterpress or 
on even the smallest lines of type and those colors 
will be brighter and sharper. It will be a mailing 
piece to make prospects sit up and take notice.” 


SEE FOR YOURSELF how Hammermill Opaque can help you turn 
out mailings that click. Compare it with any 
ness, opacity, printability. Mail coupon for a « 


other opaque for white- 
Mection of Commer 


cial Specimens, test packet of 50 sheets and handy sample book with 


full stock information. 


HAMMERMIL! 
PAQUE 


AKERS OF HAMMERMILL BOND 


2 


* 4, Me: 
Name 


Position 


Hammermill Paper Company, Erie 


Please send me, free, Opacity Test Card, 50-sheet 
test packet and Sample Book of Hammermill Opaque 


(Please attach to your company letterhead) 


JONES: “We can't afford to take a chance 
with a piece as important as this. Let's 
be sure the finished job has all the sales- 
manship we've packed into this layout.” 


offset. You'll have readable copy 


AA 3-81 
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ADVERTISING AGE 


March 31, 194; 


Pittsburgh Bank 
mm = Builds Personal 
Loans with Ads 


of Customers 


burgh Trust Company, 


city and one of the 
nation, which has_ proven 


chandised through suitable 


Expands 1941 Cam- 
paign Based on Analysis 


one of 
leading financial institutions of this 
largest in the 
that 
money can be, and should be, mer- 
adver- 


BUILDS TRUST COMPANY PERSONAL LOANS 


"... @ business man isn’t embarrassed 
when he borrows 
from a bank... 


you needn't be either...” 


€ 


was decided to increase 
ness and the goal for 
at a 100 per cent increase over 
best previous year, 1939. 
|known that this large 


the 


SEEN - IN- 
261 FIFTH AVENUE, 


ACTION DISPLAY CO., Inc. 
NEW YORK. 


paign, 


this busi- 
1940 was set 
the 
It was | nated that each of the three local 
increase | 
would have to come from new cus- ‘feat ery three weeks. 


revealed that only a few had 
definite or proven methods of pro- 


BY RAYMOND G. GIBNEY 

Pittsburgh, March 25.—This is a 
success story telling how one bank wh x ed 
is “merchandising” money’ with Be codgehwer ings Sy fs 
amazingly fruitful results. So far prep day , : 
as can be ascertained it is the first 
time a financial institution has This newspaper insertion is typical of the dramatized large space copy used by 
charted a deliberate and carefully the Peoples-Pittsburgh Trust Company last year to familiarize the public with its 
planned program aimed at “selling” personal loan service. 
the use of money to the consuming 
public in much the same manner as|loan department in 1936, which moting their personal loan service. 
any other essential article or com-| enjoyed a steady but slow growth Beginning April 16, 1940, and 
modity is sold. ; ‘until the spring of 1940. Then, it|continuing through July of last 

The bank is the Peoples-Pitts- | 


year, newspaper advertisements, 
six columns by nine inches, were 
inserted twice weekly and so alter- 


daily newspapers were used twice 
Following the 


oi P ; al offarte iact| tomers, and from a greater than | Spring and early summer campaign, 
+ th area ema lg pretend rs normal percentage of renewal busi- | nee aps poaarggannel gs poy a yee 
wearing apparel, breakfast foods, | "©5* kept . percepts ~~ on om intr 
»pt large enough to dominate simi- 
ore. . Dominates the Field ‘lar activities of other local banks 
. The Peoples-Pittsburgh Trust} First of all, the’ bank engaged the | and to equal, at least, the best 
Company inaugurated a_ personal services of an advertising agency,|efforts of the loan companies. The 
Ketchum, MacLeod & Grove, Inc.| total budget for the 1940 personal 
Working under the direction of|loan department campaign was 
John Kinneman, Jr., vice-president | about $29,000. 
|in charge of new business for the| The following table shows the 
institution, the agency worked out | increases in business resulting from 
l an intensive newspaper campaign | 
SS winaines using all of the Pittsburgh daily 
| newspapers, supplemented by out- 
door posters, radio, car cards, direct 
| es ¢ ion mail, and displays at the main bank PAY 
and at its seven branches. —— 
»> DISPLAYS by There was no specific pattern to OLD 
e e follow in creating such a program. DEBTS 
A survey of many of the country’s sa a sma 
Seen-in-action |major financial institutions, made with a 
|prior to the launching of the cam- pbebenn ; Gendeiann maeiinin baie 


Refinancing existing debts is one of the many legitimate 


Here's your 


ging sales. 


"Big Gun" 
preparedness campaign against lag- 
Consider the fact that 
the KWKH listening audience, as 
reported in the new CBS audit of 


READY! 
AIM 


FIRE 


in your own 


night-time coverage, extends from 
the Atlantic coastline clear across 


the southern half of the 


United 


e States to the Arizona state line, ex- 


tending even into Colorado and 


Utah. Sounds a bit exaggerated 


MEMBER 
SOUTH CENTRAL 
QUALITY NETWORK 


KWKH—Shreveport 
KTBS—Shreveport 
KARK—Little Rock 
WIDX—Jackson 
WMC—Memphis 
WSMB—New Orleans 


BS 


Ra! 


. . . doesn't it? But we've got the 
facts, and figures of regular listening 
to prove our story. 


50,000 Watts 


AY i Bave 


A Shreveport Times Station—Represented by the Branham Company 


purposes for which you can make a Personal Loan. This 
bank considers this a sound way of budgeting expenses 

If you need money, telephone Court $600, extension 
90, for full information and an application form. There 


is no lower cost available in the city 


BRANCH OFTIC ES 
$24-526 Federal Street, Penn and Highland, Forbes and 
and Forty 


Meyran, Carson and South Eighteenth, Butler 


first, Forbes near Murray ,Carson Street and Terminal Way 


PITTSBURGH'S OLDEST TRUST COMPANY 
SERVES THE COUNTRY’S LARGEST CORPORATIONS 
THIS SAME SERVICE 1S AVAILABLE TO VOU 


PEOPLES PITTSBURGH TRUST COMPANY 


WOOD STREET AT FOURTH AVENUE 


| 
| 


| most privacy, 


banks and from loan companies. 
The value of advertising was defi- 
nitely demonstrated through the 
fact that while 26.5 per cent had 
borrowed from the bank through 
friends, employers’ influence or 
other causes, 73.5 per cent reported 
that they had come in as the result 
of advertising. 

In addition, through the mail sur- 
vey, the bank received many help- 
ful pointers as to how it could im- 
prove its personal loan facilities 
and service and has acted on many 
of the suggestions received from 
clients and prospective clients. 


—n ese —_—— 


bank displays are used to a larger 
extent than in 1940. 

The personal loan campaign 
line with the bank’s new policy + 
aggressively meet competition ang 
adjust its business to meet fund; 
mental social and economic changes. 
This fresh outlook on the part of 
Peoples-Pittsburgh Trust Company 
was outlined by its presid nt, 
Gwilym A. Price, in a recent ad. 
dress before the Eastern regiona] 
conference of the American B 
ers’ Association, when he said 

“As bankers, we think it entirely 
reasonable that the manufactwrer 


iK- 


“that's nothin’... my dad made 


a Personal Loan at 


This outdoor display is typical of the advertising used to supplement the news. 
paper campaign telling about the personal loan service available at the People: 
Pittsburgh Trust Company. 


Among these is to surround per- 
sonal loan transactions with the ut- 
even to the point of 
permitting borrowers to make ap- 
plications for a loan over the tele- 
phone. 

The analysis of completed loan 
applications also revealed some in- 
teresting facts. For instance, most 
personal loans were made to mar- 
ried men (not surprising) with 
single women a poor second and 
single men running a close third. 
The average age of borrowers was: 
married men, 40; single women, 36: 
single men, 40. 


Who Borrowers Were 


Married men wanted the money, 


first, to pay off old debts and, sec- 
ond, to pay doctor bills. Single 
women wanted a loan, first, for 


vacations, second, to pay off debts. 
Single men desired to borrow, first, 
to pay off obligations, second, for a 


| vacation. 


|} ers 


The largest percentage of borrow- 
came from clerical and office 
groups. Second were unskilled me- 
chanics; third, skilled 
fourth, school teachers. 
order, came _ sales 
sional people, 


people, 


| ployes, commercial and sales agents, 


| railway and bus operators and, last, | 


| retailers. 


|promotional campaign for 
| loans 


lypical of the advertisements being used | 


in Pittsburgh newspapers this year is the 
above "pay old debts" copy. Current 


copy is smaller than last year's but ap- 
pears more frequently. 
| the campaign, in comparison with 
1939: 
Per Cent. 
1940 
Month Increase 
ae Lbeeddaeee Oe 
June :, ercrr 50 
| July 138 
| August 105 
September ' 90 
October .. ere 90 
November 110 
December .. 130 
Of the increased business, the 


various branches accounted for 26 
per cent of the dollar volume, which 
was considered important because 
it indicated strong evidence of im- 
proved cooperation among employes. 

Two surveys were made at the 
}end of the year to check on results, 
one by mail and the other an analy- 
| sis of completed loan applications. 


Interesting Survey Results 


| The mail survey brought returns 


|from 38 per cent. Of those who 
|had borrowed money before on a 
personal loan basis (61.9 per cent 


of the total) 62.6 per cent proved to 
be new customers who had not 
|borrowed from the Peoples-Pitts- 
|burgh Trust Company before, but 
| who had been borrowing from other 


| outdoor, 


With the budget 
Peoples-Pittsburgh 
is continuing its 


increased, 
Trust Company 
advertising 


during 1941 to a more 
tended degree than last year. 
newspaper advertisements 
smaller in size but will appear on 
a more frequent schedule. Radio, 
folders, direct mail and 


eX- 
The 


mechanics; | 

Then, in | 
profes- | 
city and county em- | 


and 
personal | 


are | 


or merchant should _restyle is 
product, revamp his selling meth- 
ods, revise his price structure, e\ven 
if necessary turn all his efforts in 
a new direction, with totally 
products and new markets. Whethe: 
we like it or not, we must face the 
fact that similar dislocations and 
readjustments are probably just as 
inevitable in our own field. 

“Banks have lost much of the 
business which once was theirs and 
have moved out of a seller’s market 
into a buyer’s market. As a remedy 
for this, we must be ready to 
finance, not only for production, but 
also for distribution and consump 
tion. We must develop sales per- 
sonality and policy and philosophy. 
We cannot wait for business to 
come to us. We must go more than 
half-way to meet it.” 


new 


RAPID COPY SERVICE CO. 


e 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
© Ninth-Chester Bidg. . . CLEVELAND 


“I'm the WSAI Winged Plug... and how I do love 
the Song of the Sales! When my time sponsors hear 


me ring the cash register 


... they pat me... feed 


me sugar... use me again and again. Would that 


be why 77.7% of them are currently on ‘renewals?’ 


WSA 


CINCINNATI’S | 
OWN STATION 


REPRESENTED BY INTERNATIONAL RADIO SALES 
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Small Space Advertisers Get Results 


that 
sOV- 


Advertising Age 


100 East Ohio St., Chicago 


SAN FRANCISCO 
Russ Bidg. 


We've Known THAT All Along, Of Course 


That's what a good many advertisers have been telling us. Now, along comes more evi- 


dence, and it's too good to keep to ourselves. We'll lete OREN ARBOGUST tell it in 


his own words: 


', . . Back in the beginning, seven or eight months ago, you went on 


record, made a positive statement, assured us that we'd get results 
we'd like. 


"We did. This is your thanks. 


"We've had worthy inquiries from Canada, Jamaica, W. |., Cuba, Brazil 
and from probably twenty of our own United States. We heard from 
twenty-two well-rated concerns asking for proof that good copy in 
small space published persistently would do a selling job. Obviously 
you cover a lot of thinkers; many executives; men willing to lay them- 


selves wide open to agency solicitation; here again is our written 
appreciation." 


In Advertising It’s Continuity 
That Counts 


If an advertiser selling that most intangible of intangibles, agency serv- 
ice, can pull in such satisfactory response from a series of five-inch 
advertisements, anybody with a message for national advertisers and 
their agencies can do an equally effective selling job. But it takes per- 
sistent pounding away to induce response. You've got to stick right in 
there and pitch. It's continuity that counts. 


Direct Results From S.S. In A.A. 


Scores of small advertisers use ADVERTISING AGE regularly—and 
profitably. Last year we carried nearly 3,000 individual display adver- 
tisements, over 1,000 more than any other general advertising publi- 
cation. These advertisers didn't come back time and again just be- 
cause they liked our salesmen. They scheduled their advertising in 
the medium definitely known to outpull all others. It's RESULTS that 
took ADVERTISING AGE over the top in 1940 . . . that made us the 
leader in total volume of advertising; FIRST in number of insertions, in 
number of accounts and number of exclusive accounts. 


Because It's The Best Read Advertising Journal 


There's hardly an important advertiser or advertising agency that 
doesn't subscribe to ADVERTISING AGE. They take it because they 
can't afford to miss the wealth of information that each issue contains 

. . information obtained by the largest editorial staff ever assembled 
to report significant developments throughout the field. As the top 
ranking publication ADVERTISING AGE is required, cover-to-cover 
reading. It puts your sales messages before active buyers looking for 
spots to invest promotion dollars. It puts ideas in their heads about 
more effective production methods. Your representation in ADVER- 
TISING AGE is seen by the right people. 


If you have big ideas and a small budget, use an economical campaign 
tailored to fit. Ask us for details. 


THE NATIONAL NEWSPAPER OF ADVERTISING 


LOS ANGELES 
Garfield Bldg. 


OREN ARBOGUST 


operates a small agency at 
the top of a Chicago loop 
skyscraper. His offices are 
as streamlined as his writing 
style. To the readers of Chi- 
cago newspapers his lyrical, 
inimitable way of reporting 
exciting and novel features 
of such common-place things 
as candy and coffee and food 
and stuff is as interesting and 
looked for as the newspaper's 
own features. 


Arbogust uses small space 
well—not only for his own cli- 
ents, but for himself. 


sony 


330 W. 42nd St., New York 


ATLANTA 
Walton Bldg. 


ioe: 


ER a a a 
be sai { : ere. 74 3 
—_ a oe eee e . 
VIAL ue eee E 
i, comet a . 
en TOUGH | a 
You gavertise lowest pricess : . MR 4 
, so do your competitors: You | Po ee 
: \ ralk of toP quality + so 40 $ 
a ate Po y 
\ new qastes> new eryles+ so do = ae J 
, your competitors: You tell of =i Tel 
\ fast delivery» perfected serv F ie 
\ ices 5° do your competitors ‘ ee } 
But, what if one of THEM | 
\ decides 10 make people yhink | > . ef. 
\ gomething special about his | a 
ee ne, decides ila 
ee ‘ ea rie wie ‘ ane ike i 
‘4 RE- < aS Ree es : “4 i * ‘a 
, \ COP A 4 pid : a og — Eh Cae . eg 
. an Bo | , iil * Fant 
| Bs. | ASR. a pa 
, : CQNTINUIT \ | i N AY ‘ me 
s ns |e = ‘ a 
are the iwo most ® * - cal 
; ' q 4 ss >. \ x3 4a " 
\ ry * a ‘ x aa Bie 
‘ There® magic sMALL low: ni Vo a 4 ay, i a a 
t , cost ads when you use grand y Vi aS % on — nee 
y \ good copy because you <0 . \ ¥ * bi | 
) \ publish them OFTEN: cory fe mone “e “< ae 
t \ and hONTINUITS are whe i = . $3 
- \ wo most important things in \a aA N as 
: y gavertisint and NOTHING ‘ ‘ a "2a 
; \ else 9 gelling: in qavertisine : eb: , é Ga Dy ; “ 
ie \ can equal yhose wo peautt- es S f wae a, 4 
0 \ fuls. \f . gyi ca0 a iy a fig 7 . 
i H good ; arte, fae 
- i : \' K and hi si 
3 m\ yous us } ene } 
t * ae : 
ower we \ i eoO< 
ey \ Can \ 
| () yoes | : 
| would yout you \j Ee 
{ { : Mii 2 
\ wed set ourselve® to make hg ™ 
\ your gavertisin€ good t° jook | eT \ ages 
\ at, eo*9 10 reads mremor ae: rt be ' 
ae wed make it evand yall and \ e. i 2 fe 
4 personable wn any compan > \ iy ee 
\ make i reach from any pace | % 4! 
\ yo WE at eleeve®* whether in | —_ 
\ was large or cM ALL- wed | . a4 
\ plan and write it © yell the : iow 
\ yhines that puyers, want to \. —— 
\ knoe shat vou ant yhe™ 1o \ Tags 
awe yhink \ ica b 
a Bs A think. | i. 
' “Be and | %, 7 
) M $ and \e fie q 
; MA. Pee is \ om 
pun es a 
~ Bor less \3 
a Pe ed \ \ gue i 
Ayst | % 
and continuity \; se os 
There You eT on the Lop | % ‘ie ‘i 
dusty helt: 08 a dark. pot 4 + 
tom. dirty hells or. oO the i, G oe 
imperial shell. eye nigh aed f 4 
in the compat? of your cour \ a 
peritors and you pay your EIA . of 
| calariess wages: averneat and : 
pis {DEND> jepending upon Sa hoa \dverg oe 
what women think. Wome" a “. Using agi 
«+. glance Appraising? at | : won! : ___ A 7 
i four OF five compenine prands: \ . Pir, me SOE i s 
\ prands equal in quality: equal | et Sk =; ~ 4 
\ in prices and celect ONE | : in xy sea : ea 
\ rand mon nident Set your : af — a 
\ self apart: mal rave | : ring” SS &- fone 
in your prav - — i atee eon 
PREFER 1 10 er CORR 
, with planned niic 
\ ising: in sM : 
4 yiched consta 7 
_, seen Mre- Si . : 
yertisin€ in 22> — 
OREN cat ’ ss 2. Te, Lied ‘2 / 
s <2e > = wr at 
ev fee PS wil 
Thirty Tt = So : 
ee — 
_ | 
‘ie. a es : 
a. Se. yi 2 
a oa =. a ee 
Te ae : z* Py Ms ae 
ye ws <> Si a ee 
 s a } _ igh if i Bs Flot ers a 
g oe 4 Se Bae 
- ee ” % 1 a é 
Tn ae ee $352 vi, . 
hg F 


te aa 


26 


ADVERTISING AGE 


March 31, 194) 


Standard Oil 
Starts ‘Spring 
Tune-up Drive 


Chicago, March 27.—With two- 
color cloth banners flying, Standard 
Oil Company of Indiana and its 
dealers inaugurated a 10 Star 
Spring Tune-up drive today in the 
southern part of Standard’s mar- 
keting area. 

The change-over campaign, urg- 
ing car owners to take advantage 
of the dealers’ special, is to sweep 
north gradually—along with spring. 
By April 10, a full advertising 
schedule of more than 1,700 news- 
papers will be telling motorists to 
drive in under the Standard service 
sign and drive away “‘winter-weary 
blues.” 

The 10 Star Tune-up, which was 
first announced in the spring of 


1940, uses the successful “package” | 


/one place 


COPY 
WRITER 


WANTED 


If you are ready to take a step in the 
WRITE direction, a 4-A agency in the 
Middle West offers an excellent oppor- 
tunity. 


HERE’S WHAT WE WANT: 


A man who can WRITE—write publication 
copy; write radio commercials; write any- 
thing and everything that comes along. A 
man who's a SELF-STARTER—one who 
doesn't need his hand held once the plans 
and specifications are placed on his desk 
A man who's a SELF-FINISHER, too— 
one whose copy growls back at the blue 
pencil and defies it to land. He should 
have enough experience so that he knows 
his way around, but not so much that 
hell find it hard to learn our way of 
doing things. 


HERE’S WHAT WE OFFER: 


An adequate salary to start and a wide- 
open opportunity to keep going. A swell 
gang to work with. A chance to write 


copy for clients whose names are house- 
hold words 

Your letter will be the only ‘‘writing 
sample’’ needed for the present. It will 


be held in strict confidence. 


Address: Box 3320 
Advertising Age, Chicago 


i a ee ee eee Ot 
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merchandising technique. Each star 
represents a separate service 
deemed important because of the 
changing season. The introductory 
campaign proved highly successful, 
according to Standard, and it was 
extended to the fall change-over 
season. Now this “exclusive” Stan- 
dard product is to be promoted on 
a semi-annual basis. 


Use Full-Page Ads 


Full-page newspaper copy, pre-| 
pared by Standard’s agency, Mc- | 
Cann-Erickson, Inc., Chicago, is} 
headlined “Gee, Dad, you'd think | 
it was a new car!” With son at the 
wheel, and father beaming, too, 
they are driving away a car which 
has just been given this 10 Star 
Tune-up: summer-grade Iso-Vis; 
chassis lubrication; drain anti-| 
freeze; drain transmission; service | 
differential; check tires; test spark | 
plugs; test battery; check lights; | 
and fill up with Standard Red) 
Crown, “the 2 to 1 favorite over | 


any other gasoline in the Middle | 


West.” 

The 
“You get all this at one time... 
low cost.” At the 


|bottom are depicted the Standard 
| Service sign, the picture of a car 
| marked 


where 
the 


with stars 
needed, 


spring 


service is prevailing 


|dealers’ prices on four motor oils, 


and a reminder that the American 
Petroleum Institute recommends the 
changing of oil every 1,000 miles. 

Dealers throughout the Middle 
West are being supplied with dis- 


play and promotional material to 
supplement the newspaper adver- 
tisements. Point-of-sale display 


includes station banners, curb signs 
and a reprint of the opening full- 
page ad in color. Cards also have 
been prepared for use as hand-outs 
and for direct mail solicitation. 


advertisement declares that | 


They list four of the 10 Star services | 


free, provide space to post prices 


of the others, and leave space for | 


the dealer's 
written in. 


special price to be 


| ee 
‘Merge Sports Magazines 


Ski Illustrated and Your Sport 
have been combined and will 


| 


| 


ap- | 


pear hereafter in January, Febru- | 


ary, March, June and December, 
with a July issue to be added next 
year. Al Nydin will continue as 
editor of Ski Illustrated and will be 
Western advertising manager of the 
combined magazines, operating 
from Seattle. Graham C. Thomson 
remains publisher and president of 
Your Sport, Inc., with offices at 112 
E. 19th street, New York. 


Friends, neighbors, and customers of C. G. Byrd, Santa 


Monica, California druggist, all call him “Doc.” Since 1914, 


when he opened Pacific Palisades Drug Co., he’s been on the 


sales front where consumers’ brand preferences are stated. 


Druggist Byrd has witnessed how brand preference is 


influenced by Columbia's station for all Southern Califor 


nia. That's why he answers ' 


Best bet's KNX!"' when asked 


about Southern California Radio. 


LOS ANGELES 


COLUMBIA'S STATION FOR 


Ask anybody on the Southern 
california sales front what station 
he would choose. ¢ The answer's 
predominantly KN X—the sta- 
tion people listen to, the station 
that makes itself felt where the 
consumer chooses his brand. 


50,000 WATTS 


ALL SOUTHERN CALIFORNIA 


Owned and Operated by the Columbia Broadcasting System + Represented by RADIO SALES 


| 


| 
| 


Getting Personal 


Roy S. Durstine took time off from his agency 
activities to give his daughter, Kathrine Sarles, in 


marriage at Nashville, Tenn. 
can 
which is headed by his father... 


Ellis J. Travers, v.p. Ruthrauff & Ryan, should 
be hanging out an “At Home” sign any day now 
at 1 Sutton Place South. . . Fawcett Publications is 
saying “welcome home” to Roger Fawcett, a trap- 
He recently re- 
turned from a series of shooting tournaments in 


shooting ace in his spare time. 


Miami and Havana... 


When the chairman at the Fashion Group lunch- 
eon introduced John P,. Cunningham, v.p. Newell- 
Emmett, he revealed that he doubles as an artist 
and that when he began job-hunting he used to 
carry with him two portfolios, one containing copy 
and the other sketches, so as to be prepared for 
a job in either the copywriting or art departments. 
Paul T. Cherington, McKinsey & Co., 
speaker, was also described as an artist in water 


colors. . . 


Among new Park Avenue residents in the near 
future will be Sidney N. Strotz, v.p. National 
Broadcasting Company, at No. 277; 
Roberts, v.p. Redfield-Johnstone, at No. 50; and 
John F. McCormack, a.e., Kelly Nason, at No. 


1230. .. 


Marcus Goodrich, who has 


The groom 
James R. Griswold, assistant trust officer of Ameri- 
Trust & Banking Company, 


received a 


was 


Chattanooga, 


another 


Bernard L. 


Roger Fawcett 


$1,000 award from the 


Friends of American Writers of Chicago for his novel, “Delilah,” used 
to work for N. W. Ayer & Son in Philadelphia on the Lincoln, Rolls 


Royce and Fostoria Glass accounts. 


in Hollywood now. . . 
Add proud papas: 
& Data Service. 


OLD FRIENDS 


Hill Blackett, Blackett-Sample-Hummert, 
(seated) talks over the adolescent days 
of radio with Donald W. Thornburgh, 


CBS Pacific Coast vice-president. They 

were close personal friends in Chicago 

when radio was an infant. Mr. Blackett, 

in Southern California on a business and 

pleasure trip, talked over the CBS Pacific 

network on “Advertising and National 
Defense’ March 22. 


football games, U. S. 


It’s a boy and his name is Bruce Winter. 


He writes for David Selznick 


Albert William Moss, Jr., v.p., Standard Rate 


. . John 
A. Thompson of McCann-Erick- 
son’s radio department, is await- 
ing the sound of wedding bells. 
He’s engaged to Katherine C. 
Kirby, of Pelham Manor, N. Y... 

Norman D. Waters is celebrat- 
ing the 15th birthday of his 
agency. . . Adelrick Benziger, Jr., 
of Ridder-Johns, is preparing to 
desert the bachelor ranks, follow- 
ing announcement of his engage- 
ment to Jane M. Miller, of New 


York and Glen Cove, Long 
Island. . . 
William F. Knowland, asso- 


ciate publisher, Oakland Tribune, 
is the newly elected chairman of 
the executive committee of the 
Republican National Committee. 
The California newspaper execu- 
tive has been a National Commit- 
teeman since 1938. At 33 he is 
still the youngest member of that 
venerable body. . . 

Frank Leahy, the football 
coach whose two-year record at 
Boston College led to his recent 
appointment as grid mentor at 
Notre Dame, works for the sales 
promotion department of U. S. 
Rubber Co. in his spare moments. 
If he is as good at selling sport- 
ing goods as he is at winning 


Rubber’s worries are over. . . 


Alfred J. McCosker, chairman of the board, Mutual Broadcasting 
System, has been awarded a B'nai B'rith Meritorious Service Medal. 
He’s one of the sponsors of the McCosker-Hershfield Cardiac Foun- 
dation, a private organization giving aid to needy adult cardiac con- 


valescents. . . 


Charles O'C. Sloane, Jr... H. M. 


Kiesewetter Advertising Agency, 


and Audrey Burr, South Orange, N. J. are engaged to wed. .. Jack N. 


Pitluk, Pitluk Advertising 
Agency, San Antonio, Tex., is re- 
ceiving congratulations on the 
zompletion of 22 years in business 
at the head of his company 
Francis G. Smith, Jr., former 


v.p., Hartford News Daily, has 
been inducted into the U. S. 
Army. .. Grace Greenbaum, pro- 


duction manager Maxwell-Davis, 
Hartford, Conn., agency, has an- 
nounced her engagement to Al- 
bert Isaacs, Miami Arch A, 
Arnold, pres., Arnold & Quigley, 
Vancouver, B. C., has been writ- 
ing the copy for the advertise- 
ments of his clothing and out- 
fitting company for 45 years 
Leslie W. Joy, general manager, 
KYW, Philadelphia, on March 17 
celebrated his 16th anniversary 
with the broadcasting indus- 
try. . . A bouncing new baby 
daughter has been born to the 
wife of Pat McCallion, sales exec., 


PLANS READY 


Charles W. Holman, secretary of the 

National Cooperative Milk Producers 

Federation, and Milton Hult, president, 

National Dairy Council, discuss plans for 

the 1941 celebration of Dairy Month in 
June. 


KOY, Phoenix, and it’s a cinch the little gal will be named Pat for 


Patricia. . . 
Richard L. 


sridley, dir. of public relations, Pittsburgh Plate Glass 


Company, is hobbling about as a result of breaking his left ankle in 


a fall on the ice. . 


. With the return of Leonard Dreyfuss, pres., United 


Advertising Corp., Newark, N. J., from a two weeks’ vacation he and 


Mrs. Dreyfuss enjoyed at Augusta, 


B. Wolfe was 
then continue 


off for Fort Bragg, N. C.., 
on to Pinehurst, N. C., for a brief rest 


Ga., United’s v.p. and g.m., Edgar 
to drop in on son Bob and 


| 


| 
| 
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American Radiato; 


Hits High Point 
in Consumer Drive 


Pittsburgh, March 27.—Ad 


ing of the American Radiat von 
Standard Sanitary Corporatio, 
reached an all-time high < ge 
of families this month as 1} 94) 
promotion program of the ¢ iny 
| swung into high gear, acco: te 
Charles B. Nash, vice-presid in 
charge of publicity. 

A full-page advertiseme: p- 
peared in the March 22 jj of 
The Saturday Evening Po nd 


| 


| 
a 
| 


| 


full pages in color will app: in 
the April issues of American } 
Better Homes & Gardens, 

Beautiful and House and Gz Jey 


In addition, poster type copy wi 
appear during the month in mor. 
than 1,500 daily news ers 


throughout the country, givin. th» 
advertising a total circulati of 
more than 27,000,000. 

All of this advertising is dir cteg 
toward promoting more busine. fo; 


/master heating and plumbing on. 


| tractors in the installation of A. jer. 
}ican heating equipment and in- 
‘dard plumbing fixtures. F ery 
advertisement urges -reade: ti 
consult their own heating ang 


plumbing contractors for hel; ith 
their problems. 


Thompson Heads Chain 


Again; Moore Resigns 

John R. Thompson, Jr., has re- 
gained the presidency of the Johr 
R. Thompson Company, restaurant 
chain founded by his late fathey 
succeeding Paul Moore, who re- 
signed shortly after a stockholders 
meeting in Chicago. 

Three directors, including Mr 
Moore, were removed from. the 
board of directors, and were re- 
placed by David W. Moar, vice- 
president of Bickford’s, Inc.; D. E 
Burbank, Bickford’s real estate 
| manager; and Mrs. Ruth McGibney 
| Mr. Thompson’s sister. 


'1940 Sales Largest 


‘for Duncan Coffee 


Duncan Coffee Company, Hous- 
ton, scored the greatest sales gains 
in its 23-year history after an 
intensive newspaper campaign, ac- 
cording to an Advertising Facts bul- 
letin issued by the Bureau of Ad- 
vertising, American Newspape! 
Publishers Association. 

Advertising for Admiration coffe 
Duncan’s leading brand, had alway 
been sporadic. After launching 4 


campaign in 150 Southwest news- 
papers, all three Duncan plants 
|were swamped with orders and 
many markets reported doubled 
sales. 


| Atlantic City Seeks 
‘Defense Executives 

A special committee named }) 
Mayor Thomas D. Taggart, Jr., % 
promote commuter busines 
been considering a publicity and aa- 
vertising campaign to induce ad 
industry executives to reside At- 
lantic City. 

The drive was recommenaed 
after a survey of the Camde! 
delphia area. 


JOHN BLAIR & CODiPANT 


National Representa es 
of Radio Station 


CHICAGO—520 N Michigan Ave 


NEW YORK—341 Madison—Mur . 
DETROIT—New Center Building as 
ST. LOUIS—4S55 Paul Brown Bidg a 

rect 


LOS ANGELES—Ch. of Com. Bidg “.. 
SAN FRANCISCO— 608 Russ Bide 
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Haggerty Letters 
on Radio Tax 
Given fo Congress 


Ww ngton, D. C., March 25.— 


Effo! ff the International Allied 
Print Trades Association to gain 
che en ctment of a tax on gross in- 
come radio stations were brought 
to t ittention of Congress here 
ester (ay by Rep. Lawrence J. Con- 
ery, »lassachusetts Democrat. 

Re ‘onnery, who is a member of 
the it committee on printing, 
asked ne consideration of members 
¢ the House of two letters from 
John Haggerty, president of the 


rinte group, which were printed 
n the Congressional Record. One, 
n open letter, asked “Can we con- 
nue maintain a free press if the 
sustenance of such free press, adver- 
‘ising, is to be continually diverted 
to ra broadcasting?” The other, 
.ddressed to the publishers of Editor 
& Publisher, Printers’ Ink and Wall 
Street Journal, stated the full case of 


the printers and made numerous 
eharges against broadcasters, net- 
works and agencies. 


Mr. Haggerty’s open letter de- 
clared that “most newspapers, mag- 
azines and periodicals have found it 
necessary to cut corners to continue 
istence, while printing trades 

are today receiving less, in 
vearly compensation, than they did 


Claims Huge Profit 
Official reports of radio broad- 
ca stations show yearly net 
profits averaging, over a period of 


vears, in excess of 60 per cent. One 
network is paying yearly dividends 
f more than 200 per cent on the 


actual cash invested. 
My attention has been called to 
the joint efforts of a few advertising 
cies, working with the radio 
onopolists, seeking to mislead pub- 
vers that a tax on gross incomes 


<e 


of radio stations may lead to a simi- 

x on publications. Naturally, 

hose few advertising agencies, 
which have netted many millions 
more in dollars from radio ad- 
vertising than was possible through 
placing the same business with pub- 
ications, can be expected to join 
' with those who control the net- 


vVorkKs 


Mr. Haggerty’s letter to the three 
publishers was in answer to criticism 
their papers had printed of the union 
plan for taxing radio. He cited gov- 
ernment figures to prove that annual 
neomes of many skilled tradesmen 
were higher in 1939 than in 1929, 
vhereas incomes received by news- 


paper, magazine and_ periodical 
orkers declined 15 per cent in the 
ame period. 
In many instances,” he wrote, “to 
make possible the continued publi- 


the sales price of newspapers 
gazines has been increased as 
gh 50 per cent, thus transfer- 
ng to the readers the costs previ- 
erived from revenues from 


Kay, [ ule, Gen. Mar. 
1000 Watts + Dial 1050 
ee 


MAY 16-24 


Several weeks ago Advertising Age reproduced the ‘official’ 1941 
Cotton Week poster (left) produced by the Cotton-Textile Institute. 


DANGER! THE FLAG DISAPPEARS FROM POSTER 


FOR AMERICA. BUY COTTORS! 


FOR AMERICA..BUY COTTONS! 


National 
Last week 


the institute announced that ‘'a slight change" had been made in the design, 
“for the purpose of complying fully with the spirit of the conventions surround- 
ing the reproduction of the national emblem in promotional material. The 


new poster, minus the 


flag, is shown at right. 


advertising which has been diverted 
to radio broadcasting. 


Publishers Forced Into Radio 


“The real freedom of the press 
will continue only so long as news- 
paper, magazine, and periodical ad- 
vertising is available at a fair price, 
or the reading public will agree to 
pay for such publication a_ price 
which will meet the costs otherwise 
met by advertising. 

“The real freedom of the press is 
jeopardized when we find 294 pub- 
lishers, in many cases forced through 
unfair competitive conditions § in 
their trade areas, to purchase, at 
heavy costs, radio stations, thus be- 
coming dependent upon the good 
will of a governmental agency to 
protect these investments, and, in 
order to insure the continued value 
of these radio investments, possibly 
subservient, even in their newspaper 
columns, to the wishes of a control- 
ing and dominating governmental 
agency.” 

Mr. Haggerty also charged that 
discounts as high as 50 per cent are 
allowed to national advertisers and 
agencies to promote radio advertis- 
ing. He cited, as “illustrative of the 
under-the-table dealing and rebat- 
ing which has resulted in diverting 
advertising from the printed page to 
radio broadcasting,” a contract be- 
tween Columbia Broadcasting Sys- 
tem and Paramount Pictures in 
which CBS “agreed to provide Para- 
mount with 260 night time hours of 
coast-to-coast network broadcasting, 
other than on Saturday, at the net 
cost to Columbia.” 


Asks Suggestions 


Mr. Haggerty wound up his letter 
by asking the publishers to “suggest 
ome other course which will make 
possible that which we all seek, 
namely the continued freedom of the 
press from either governmental or 
other outside influence, and, at the 
same time, the employment at fair 
wages and under fair working con- 
ditions of those workers dependent 
upon the publishing industry for a 
livelihood, with a fair return to those 
who have invested their capital in 
such publications.” 

Rep. Connery’s remarks to the 
House before introducing these let- 
ters were brief and general in na- 
ture. “The question of economic 
freedom,” he said, “is all-important 
to all American workers and to all 
sincerely interested in the welfare of 
our country. Economic freedom 
means the securing of or the holding 
of a job at fair wages. This matter 
is Of special concern to skilled work- 
ers who have invested five or more 
years of their lives in acquiring the 
necessary craftsmanship or skill.” 


Raleigh on Red Network 


An hour’s program, 9:30-10:30 
p. m., New York time, over the 
Red network, NBC, has been bought 
by Brown & Williamson Tobacco 
Corporation to promote Raleigh 
cigarets. Russel M. Seeds Company 
is the agency. 

a) Ld 
Buy “Summit Herald” 


J. Edwin Carter and Fred L 


Palmer have bought the controlling 
interest in the 
NM. du 
Clift. 


Herald, 
from 


Summit, 


bi-weekly, John W 


Blankley Named Manager 


W. Houlton Blankley, formerly 
with the Standard Oil Company of 
Indiana and the Chicago Daily 
News, has been appointed district 
sales manager of the accessories di- 
vison of Stewart-Warner Corpora- 
tion, Chicago. 


‘Supermarts Still 


to Reach Peak, 
Study Indicates 


New York, March 27.—In spite of 
rapid expansion of supermarket out- 
lets throughout the country, this 
trend has by no means reached its 
peak, according to a survey con- 
ducted by Curtis Publishing Com- 
pany. The analysis, covering nearly 
8,000 supermarkets, discloses there 


is still plenty of room for self-serv- | 


ice, mass merchandising markets 
even in densely populated trading 
areas. 

The study traces supermarket 
growth by state, city and town, and 
shows the grouping of present super- 
markets in accordance with popula- 
tion areas ranging from less than 
2,500 to 500,000 and over. To obtain 
these figures, it was necessary to 
check 16,600 communities in the 
United States. 

A series of charts illustrating the 
survey show that 28.4 per cent of 
supermarkets are located in cities of 
500,000 or over. Second place falls 
to cities, not with a population of 
100,000 to 500,000 as might be ex- 
pected, but with 25,000 to 100,000. 
Out of 80 cities with a population of 
100,000 to 500,000, only one was 
without a supermarket. In 283 cities 


in the 100,000 to 200,000 classifica- 
tion, 16 were found without super- 
markets. 

The survey was supervised by 
Donald Hobart, Curtis director of re- 
search, using Super Market Mer- 
chandising circulation lists. 


Liquidate Anchor Cap 

The Anchor Cap & Closure Cor- 
poration, Long Island City, New 
York, has been dissolved and all its 
plants, property and business have 
been acquired by the Anchor Hock- 
ing Glass Corporation. Headquart- 
ers of the new Closure Division will 
be at Lancaster, O. The Anchor 
Cap & Closure Corporation of Can- 
ada, Ltd., Toronto, has become a 
wholly-owned subsidiary of Anchor 
Hocking Glass. 


“TO REACH THE $2,000,000,000 
(Two Billion Dollar) Negro Market 
in the United States 


Contact us 


We e prepared to assist advertisers and 
ulvertising agencies in reaching this impor- 
tant and lucrative market. 


Write today for particulars. 


EDWARD A. BAKER CO. 


PUBLISHERS’ REPRESENTATIVES 
457 Book Bldg.—Detroit, Mich. 


14,000,000 (14 million) Negroes in the United 
States spend $2,000,000,000 (2 Billion Dollars) 
annually 


ARE YOU GETTING YOUR SHARE OF THIS 
BUSINESS? IF NOT CONTACT US-—WE CAN 
ASSIST YOU 


“Tal 


_ 


£°\ put COFFEE ON DISPLAY IN WINDOWS 


"AMER 


] 
0-4) COMPLETE b.rr08ceE } 
OePLAY mT 
| O40) Peter, o.4u9 


Povter, © 41) 0-418 Gen 
é mers O 418 Penters 


It's a cinch we can't tell you how to increase your business—but we hap- 
pen to know that many Chicago merchants and ad-men ARE getting sales 


results with Atlas Jumbostats. 


By using these clean, clear-cut Jumbostats 


to tell their story BIG they have been able to create new business because 
of the effectiveness of this type of presentation. 


Art dealers and ad-men use Atlas Jumbostats for presentations of all 
kinds. Chicago merchants are getting better results because they have been 
telling their story big by enlarging copies of their ads. WHY! Because Atlas 
Jumbostats fight for their business. 


The Jumbostat sales portfolio appearing in this ad was made for 
Thomas M. Royal & Company, Manufacturers of paper bags, Philadelphia, Pa., 
through their agency, Jim Duffy, Inc. 


ATLAS PHOTO COPY COMPANY 


FIVE CHICAGO BRANCHES 
MAIN OFFICE: 520 N. MICHIGAN AVENUE 


CHICAGO, ILLINOIS 
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The Five-Foot Shelf: 
a Lesson in Merchandising 


OLD FAVORITE 


Collier Sells Half a 
Million Sets and Sees 
No End 


BY JUDITH CORTADA 


New York, March 27.—In the 
course of a lecture one day in 1909, 
Dr. Charles W. Eliot, president 
emeritus of Harvard University, 
remarked that an individual could 
acquire the equivalent of a liberal | 
education by devoting 15 minutes 
every day for a few years to the 
study of great literature. He added 
that the necessary texts would fit 
on a five-foot shelf. 

This concept of public education 
was immediately translated into a 
merchandising theme by P. F. 
Collier & Son Corporation. Since 
that time, with the aid of consistent 
promotion in newspapers and maga- 
zines, Collier has sold 500,000 sets 
of the Eliot books, representing an 
estimated total sales volume possi- 
bly as high as $50,000,000. The | 
expression of Dr. Eliot’s sincere 
desire to bring the great literature | 
of the world to the large masses of 
people intent on a liberal education, | 
the Harvard Classics can be found | 
today in Fifth Avenue mansions 
and in the homes of farmers, clerks 
and truck drivers. 

When Dr. Eliot accepted Collier’s 


| 


proposal that he select the books | 
for the Five-Foot Shelf, he de- 
scribed his aims in the following | 


| 


SPECIAL! 2-Color LETTERHEADS 
and ENVELOPES at Surprisingly LOW COST | 


Improve your stationery with 2-color especially-de- | 
signed and matched Letterheads, Billheads and En 
veloy at amazingly low cost due to our special high | 
peed 2-color presses Finest inexpensive type of 
aivertising you can buy Write now for prices. Send 


samples of stock now used; for estimate. You'll appre 


ciate low cost. 
CRESCENT ENVELOPE & STATIONERY CO. NEW2ORT WY | 


(Across the river from Cincinnati) 


ANIMATE YOUR. 
TRADEMARK 


| 


| 


Like a Conquering Army | 


THESE BOOKS 


DR. ELIOT'S Spee Tr cee 
FIVE-FOOT SHELF <2ticiton PEE | 
OF BOOKS ye —s 


This Five-Foot Shelf copy is an 
standby that's still going strong. 
proof used for this reproduction 


4 
=> 
e 


from the March, 1929, issue of 


Mentor. 


Harvard Classics was to provide the | 
literary materials from which a} 
careful and persistent reader might | 
gain a fair view of the progress of 
man, observing, recording, invent- 
ing and imagining from the earliest 
historical times to the present. 
Within the limits of 50 volumes, 
containing about 22,000 pages, I was 
to provide the means of obtaining | 
such a knowledge of ancient and 
modern literature as seems essential 
to the 20th century idea of a culti- 
vated man.” 


| 


Price Kept Low 

When he agreed to cooperate in| 
the venture, Dr. Eliot asked that 
the price be kept as low as possible 
so that the books might be avail- | 


able to all income classes. In 
various bindings, the price of the | 
Five-Foot Shelf, containing 418 


masterpieces in 50 volumes, ranges 
from $40 to $600. Most buyers have 
taken advantage of the offer to buy 
on time. 

Throughout the past three dec- 
ades, backed by an advertising 
investment approximating $1,500,- | 
000, the Harvard Classies story has | 
been kept before the ee eeserge 
public. Its success, outstripping 


,don’t go in 
The luxury type of adver- | 
| tising doesn’t sell books.’ 


| Mr. 
| picturing the 50 books piled on end 


prompt return of a coupon, has 
always prevailed, and experiments 
with more emphasis on an artistic 
layout and less copy have proved 
that such an approach carries little 


weight wrth the reader who seeks | 


to improve himself. 


Seriousness Is the Key 


From its inception, advertising of 
the Five-Foot Shelf represents the 
efforts of a conservative and serious 
salesman. 
pancy, it has employed a 
variety of sales approaches, always 


| characterized by a note of sincerity 


and earnestness. The man who 
feels himself inferior to his fellows 
evidently does not take it lightly, 
and is deadly serious when he de- 
cides to improve himself. 

As described by W. W. Beardsley, 
advertising manager of Collier 
books for the past 12 years, “‘People 
for education with a 
fillip. 
introduced 
an 


One _ innovation 
Beardsley is 


by 
illustration 


instead of on a shelf. The illustra- 
tion borders the copy on one side 
and has produced good results. 
Although Dr. Eliot’s death in 
1926 had little effect on the sale of 
the Harvard Classics, his fame as 
a great educator has given his name 
a dramatic value and is an acknowl- 
edged factor in the continuing sale 
of the volumes. His part in the 


. . | . 
words: “My purpose in selecting the | venture has always been given con- 


How to get rid of an 


INFERIORITY | 
COMPLEX 


eee oF hacen tnem ce tw 


LSERPRPEPSE PER? 


3) 


Another ‘old reliable’ is this inferiority 
complex appeal, which is still good for 
orders. 


| siderable attention in the promotion 


of the Five-Foot Shelf. 


Widespread Recognition Won 


In a test conducted two years ago 
by Ralph H. Jones Company, Collier 


| the fondest expectations of the pub- agency, 100 people selected at ran- 
|lisher, stems from the never-failing | dom were asked if they knew of the 


| 
| 


DRAMATIZED 
Point-of-Sale Displays 
EMPLOYING “FOAMFLEX” 
the New life-like Rubber 


We are proud of having built 
the Carstairs ‘‘White Seal”. 
17"’ high, 10°’ long motor 
concealed in base. 

Similar unusual displays may 
be just what you need to increase 
sales. Just write and we will 
send detailed information. 


GARDNER DISPLAYS 


477 MELWOOD STREET 
PITTSBURGH, PA. 


16 W. Gist STREET 
NEW YORK, N. Y. 


PES ESESSSESSSSSESSSSSSSSSSSSSS FESS | 


desire of the average man to lift | 
himself above the level of his fellow | 
human beings. It indicates a cease- 
human urge to acquire self- 
confidence, to “get ahead,” to grow. 
“Come hell and high water,” the 
Five-Foot Shelf has continued to 
live, a phenomenon in the book 
publishing world, while other sets, 
put out with the same idea in mind, 
have slipped into oblivion. 


less 


Copy Changes Little 


Keyed to this desire for self- 
improvement, the basic copy theme 
has undergone very few changes 
While experiments have been made 
in other directions, copy that ap- 
peals to the reader's need for self- 
confidence has always carried the 
strongest pull. 

One insertion, captioned “How to 
get rid of an inferiority complex,” 
has been used for more than 10 
with unfailing success. Al- 
though changes have been made in 
the copy, the caption continues the 
same 

Another successful theme, on a 
slightly different note, was “Like a 
conquering army these books have 
triumphant through the 
accompanied by an illus- 
tration of a medieval army. Intro- 
1925, this insertion was 
used until some time in 1936. Copy 
with a bargain appeal, describing 
the cost per volume of the Harvard 
Classics as one-third the price of 
popular fiction, was instituted some 
time ago and continues in use. 

Long, reason-why copy, seeking 


years 


marched 
centuries,” 


juced in 


Harvard Classics. Of this number, 
85 answered in the affirmative and 
said that they were familiar with 
Dr. Eliot's name through his con- 
nection with the Five-Foot Shelf. 

The people who buy the Five- 
Foot Shelf may be divided into two 
groups: Those who lack a formal 
education and those who have spe- 
cialized in one field to such an extent 
that they have had no opportunity 


to acquire a general cultural back- 
In the latter class are doc- 
tors and men with technical train- 


ground. 
ing. In a much smaller 
buyers are the college 
who realize, as they grow older 
that they still have much to learn 

An interesting evidence of the 
basic soundness of Dr 


group ot 


of the same idea today. 


toward the degree of 
arts, and St. John’s 
Annapolis its course 
B. A. degree on a list of 200 books 
paralleling to a great extent the 
contents of the Harvard Classics 
These two instances may indicate 
new educational trend 


bases 


No Change in List 


The original list of books selected 


by Dr. Eliot for the Five-Foot Shelf 
has never been changed and no 
additions have been made. They 


cannot now be purchased in popu- 
When Brentano’s was 
the 


lar editions. 


questioned by Collier as to 


Carefully abjuring flip- | 
wide | 


graduates 


Eliot’s pur- 
pose can be seen in the outcropping 
Dr. Robert 
Hutchins, president of the Univer- 
sity of Chicago, has issued a sylla- 
bus of books for students working 
bachelor of 
College at 
for a 


HOW BOOKS ARE SOLD WITH BARGAIN APPEAL 


‘NOW-THE WORLD-FAMOUS HARVARD CLASSICS 
at 4 the cost of corrent fiction! 


Low price makes st casy eryone 
w feist PF aMOt Ss BOOKS 
aid happrucss! 


me te 


¥: 


ee; 


The Harvard Classics at the Lowest 
Price in its History—Cast per volume 
wou Vy the proce of popular fiction ! 


mt eee mwoRD er 


Comparatively recent pages for the Harvard Classics which emphasize a bar- 
appeal. 


availability and cost of the books, 
the book store chain replied that it 


could not supply all of them, but | 


| that a set of the books contained in 
the Harvard Classics, bound in 
cloth and with a number missing, 
would cost $402. 
A letter in the files of P. F. Col- 
lier attests to the value which one 
buyer attached to the Five-Foot 
Shelf. The writer said that her 
home and all it contained, including 
the set, had been destroyed in a 
| flood. Of all her possessions, she 
| regretted most the loss of the Five- 
' Foot Shelf and asked the company 
| if she could not have another set, 
|}perhaps “slightly used.” She was 
| without funds, she said. Yes, 
| writer got the books. 


| 
D & C Navigation Co. 
‘Launches Promotion 

| The Detroit & Cleveland Naviga- 
}tion Company has launched an 
advertising campaign defining the 
relationship of Great Lakes ship- 
ping resources to the transport 
problems of manufacturers’ and 
dealers. 


17 issue of Automotive News, 
directed to automobile manufac- 
turers and dealers, while the second 
copy, directed to local industries, 
will appear in the Detroit Free 
| Press, Detroit News, Cleveland 
| Press and Cleveland Plain Dealer. 
Wolfe, Inc., Detroit, is the agency. 


Writes on Letterheads 


Richard F. Bellack, executive 
vice-president, Fox River Paper 
Corporation, Appleton, Wis., has 


written a book entitled “Light on 
Letterheads” which discusses tech- 
nique and design in 
printing. 


the | 


First copy appeared in the March | 


Cadillac Conferences 
Open Spring Drive 

D. E. Ahrens, general sales 
ager of Cadillac Division of Ge 
Motors, is conducting a seri: 
Eastern conferences with deal 
the Cadillac spring merchan 
campaign while R. L. Newto: 
E. F. Upson, assistant general 
managers, are leading similar : 
ings in the Central and Far 

The hydramatic drive wi! 
explained and advertising and 
motion representatives will ou 
the factory-planned program 


Thompson Establishes 


Los Angeles Office 


Thompson Company 


J. Walter 


| will establish an office in down! 


letterhead | 


- 


an- 
ral 
of 
On 
ing 
ind 
les 
et- 
est 
be 
ro- 


n 
ne 


Los Angeles in addition to its pres 
ent office in Hollywood. Norton W 
Mogge, for the past five year 
Northwest manager for the com- 


pany at Seattle, will be in charg 


at Los Angeles. 

Kelsey Denton, with the com; 
10 years, will succeed Mr. M 
at Seattle. 


Ovge 
aA 


REX W. WADMAN 


Has Been Appointed 
Publisher of 


WORLD PETROLEU 


THE EXECUTIVES’ PAPER 
OF THE OIL INDUSTR 
eat _ : : ine 5 § 


immediately filed 


6 


| 


| Broadcasting 
the News 


> 


- MYRON J. 
_ BENNETT 


~ 
\ 
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Significant Developments 


= 


Electrical Device Used 
to Clean Factory Air 


A jarge number of a new type of 


jr cleaning devices are now being 
operated in the textile industry, 
reports Textile World for March. 
Know , as Precipitrons, the equip- 
ment consists of two major parts, 
the cell and the power pack. 

The cell is composed of two sec- 
tions, an ionizer and a collector. As 
the air to be cleaned passes between 
, series of wires and rods in the 
ionizing section, every particle of 
foreign matter receives a_ positive 
electrostatic charge. The air then 
passes into the collecting section 
where the positive charged particles 
are attracted to parallel collector 
plates and held down by a light 
film of oil. 

Once the collector plates are well 
covered with dirt particles, they 
may be easily cleaned by washing 
down with a water hose. When 
necessary, fresh oil is applied to the 
plates with a spray gun. 

When it is considered that over a 
smoky, industrial community a 
cubic foot of air may contain from 


200,000 to 4,000,000 particles of dust, 
smoke, dirt, and soot, it may be 
realized what a problem such air 
conditions would be to a factory 
where cleanliness necessary in 
production. 


1S 


Cotton House Is 
Latest in Building 

Called “The Cotton House” be- 
cause it built with Douglas fir 
plywood covered with cotton fabric, 
the new construction technique is 
looked upon as a possible outlet for 
the South’s giant cotton surplus. 
The first house of this kind was 
built out on the West Coast, accord- 
ing to the March Western Building, 
in cooperation with the United 
States Department of Agriculture, 
and is being shipped to Washington, 
D. C., for exhibit purpose. 

The Cotton House is factory built 
and demountable and is considered 
a brand new engineering achieve- 
ment. It uses cotton in several 
ways, including wall covering, in- 
sulation, and floor covering. Made 
in large sheets, the panels save at 
least 50 per cent in erection time 
and also give a= sturdier and 
stronger job. 

Cotton is affixed to the face of 
the panels by using waterproof 
synthetic resin adhesive, to provide 
a perfect base for decoration with 
paint, wallpaper, or texture. Such 
walls can be decorated immediately 
after erection as they will not crack 


1S 
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The Business Digest 


Reported by the Business Press 
Edited by RALPH O. McGRAW 


DURING THE YEAR 1940 


ail 


in Trade and Industry as 


or check. The cotton also helps to 
provide a better insulation against 
wind, cold, or vapor. 


New Ink a Boon to 
Newspaper Readers 

Soon there may be no need for 
newspaper readers to complain be- 
cause the hands become ink soiled 
while perusing their daily news. 
For The American Paper Merchant 
for March tells about a new kind of 
ink now being used on some pub- 
lications which congeals instantly as 
it hits the relatively cold paper 
and will not rub off. 


} month 
The ink is made as a solid which | place of business. 


Chevrolet Takes 
Used Car School 
to Dealers 


Detroit, March 25.—An_ innova- 
tion in used car reconditioning 
which is attracting favorable com- 
ment in the motor world is a new 
training plan recently put into effect 
by Chevrolet. Bringing latest ap- 
proved reconditioning methods 
direct to individual dealerships, the 
new used car reconditioning school 
trains the dealer’s service 
Within his own dealership 

Currently, nine Chevrolet trucks, 
each a complete used car recondi- 
tioning shop in itself, are in the 
field, moving from one dealership 
to another, with a two-week or full 
lay-over at 


man 


each dealer's 
Manning the 


by the application of heat acquires|truck is a capable reconditioning 


the necessary printing consistency. 
Synthetic rubber rollers are used 
on the presses in order to withstand 
the heat. Since the melted ink 
reverts to its natural solid state 
upon hitting the paper, it not 
absorbed; and because there is no 
ink penetration, strike through and 
show through are considerably re- 
duced. 

The new ink is indifferent to the 
kind of paper on which it is used, 
the results appearing much the 
same whether printed on absorbent 
or non-absorbent stock. It requires 
no bulk or fiber to penetrate, no 
hard surface to keep it brilliant. It 
is expected to contribute to greater 
speed in rotary printing where dry- 
ing of ink has been a retarding 
factor. 


is 


‘Inland Empire’ 
Movie Shown to 
Advertising Men 


(Picture on Page 35) 

Chicago, March 26. — “Spokane 
and Its Inland Empire” being 
brought to advertising men through- 
out the country via an unusually 
eye-appealing sound and_ color 
movie produced by the Spokesman- 
Review and the Spokane Daily 
Chronicle. The movie, which was 
shown to some 400 advertising and 
agency executives here yesterday, 
has already been shown to similar 
groups in the East, and will be seen 
in other cities. 

Tom Turner, advertising director 
of the newspaper, is personally di- 
recting the tour. The movie is of 
feature length, and is a remarkable 
pictorial guide to the scenic, indus- 
trial and agricultural advantages of 
the territory of which Spokane is the 
hub. 

The story and commentation are 
by Ralph E. Dyar, promotion man- 
ager of the papers, who has achieved 
considerable recognition as a play- 
wright. 


| Pick Ayer Cup Judges 
for 1941 Contest 


Judges for the 11th annual Exhi- 
bition of Newspaper Typography to 
be conducted during the second 
week of April by N. W. Ayer & Son, 
Inc., will be Raymond Clapper, vet- 
eran Washington newsman and col- 
umnist; Melbert T. Cary, president 
of the American Institute of Graphic 
Arts; and Herbert Brucker, assistant 
dean of the Columbia University 
School of Journalism. 

The F. Wayland Ayer Cup will be 
awarded to the paper judged best, 
regardless of circulation or format, 
and more than 1,000 newspapers are 
expected to compete. March 31 
the deadline for entries. Issues of 
March 5 must be submitted for the 
judging. 


1s 
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‘Delay Time Change 

Although Georgia has adopted 
Eastern standard time, Atlanta radio 
stations will not make the change 
until April 27, when daylight saving 
goes into effect, in order to avoid 
needless confusion. The time change 
was voted by the Georgia general 
assembly. 


Brewster Buys Paper 

Marcus E. Brewster, formerly ad- 
vertising manager of the Times, Val- 
dosta, Ga., has resigned to acquire a 
half interest in the Herald, Newnan, 
Ga., for which he will be business 
manager. 


instructor, who 
Chevrolet dealer’s 
ditioning manager. 
first brought to Detroit for an 
extended training course’ before 
being put in charge of a portable 
shop unit. 


formerly was a 
used car recon- 
Each instructor 


IS 


unit spent two years covering the 
Charleston, W. Va., zone, operating 
in approximately 20 dealerships. So 
enthusiastic was dealer response 
that Chevrolet decided to put eight 
more units in the field. 


BARE ADVERTISING PLANS 
TO PLYMOUTH SALESMEN 
Detroit, March 25.—A new pro- 
gram for presenting Plymouth cars 
to the public was disclosed to the 
Plymouth field force here last week 
prior to its disclosure to dealers by 
the field force. A new advertising 
program expected to result in 
greatly increased newspaper adver- 
tising of Plymouth was out- 
lined. J. E. Bayne, general sales 
manager for Plymouth, presided. 


also 


Bates Named Armstrong 
Floor Sales Manager 


Kenneth O. Bates, who has been 


with the company since 1921, has 
added the duties of general sales 
manager of the floor division of 
Armstrong Cork Company to his 
present duties as assistant general 
manager of that division. M. J. 
Warnock, assistant manager of the 


division, will serve as assistant gen- 
eral sales manager. 


Railway's “All Aboard” 


to Start on KNX 

Southern Pacific Company will 
send its half-hour audience partici- 
pation program, “All Aboard,” off 
to a start April 7 over KNX, Los 
Angeles CBS station. The program 
will be heard Mondays, 9:30 to 10 


p. m., on a 13-week basis and may 
later be extended to a CBS Coast 
network. Lord & Thomas, Los An- 
geles, is the agency. 


Seasoned Salesman 
WANTED 


The resignation of one of 
our good men creates an 
unusual opening in our Chi- 
cago office. Here is a space 
sales job on one of the larg- 
est publications—a challenge 
to the creative selling ability 
of a well paid seasoned 
operator—over 35. 


Experimentally, a Chevrole ae C. N. Painter, another assistant 
car ‘eee ‘anak aoe ao manager of the division, has also i 
put on the road three years ago to been — = osama sales man- ADVERTISING AGE 
test the possibilities and value of ek’ ond’ nanan coe nm a te Chicago 
this type of training school. The | division, will continue in that post. 
! 
, . 
Thorea a new one coming. along 
every fwe minutes 
, . 
I] you follow James W. Youngs advice 
Mr. Young has written a dynamic, stimulating book that does just what it says it does. 
It helps men in advertising, merchandising, and other creative work find a short cut 
to the crux of their problem—the IDEA. | 
James T. Mangan of the Mills 
Novelty Company, himself an 
idea man of no small stature, 
writes “I don't think any literary 
writer, or advertising copy writer, 
or advertising producer of any 
kind, could find a better invest- 
ment for his money. Jim Young, | 
in disclosing this technique, has 
done the whole world of creative 
writers and producers a service | 
that will be long used and appre- | 
ciated,” | 
You can read this book in thirty 
minutes—but you'll remember it 
for years! | 
| 
ORDER 
Your Copy | 
NOW! 
cS 
POsTPAID $1 
THE NATIONAL NEWSPAPER OF ADVERTISING 
100 E. OHIO STREET CHICAGO 
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CBS, WLW, WGAR, 
KFRU Win Peabody 
Awards for 1940 


Washington, D. C., March 26. 
George Foster Peabody Radio 
Awards for “outstanding meritori- 


ous public service” by broadcasters 
in 1940 were won by the Columbia 
Broadcasting System, Stations 


WLW, Cincinnati, WGAR, Cleve- 
land, and KFRU, Columbia, Mo., 
was disclosed here today. 


Presentation of the awards, along 
with citations to other outlets, was 
to have been made at a dinner in 
New York on Saturday by S. V. 
Sanford, chancellor of the 
versity System of Georgia. The 
awards were established last May 
by the Georgia 
in conjunction with the National 
Association of Broadcasters. 


CBS Gets Award 


Designed to parallel the Pulitzer | 


awards of the journalism field, ad- 
ministration of the Peabody awards 


is vested in the Henry W. Grady 
School of Journalism at the Uni- 
versity of Georgia. An advisory 


1,129,952 people “*» 
ride every day *)s on 
street Cars (=y-=5) and 
busses /2""=" in os Angeles. 
Thats more than the 
population of Arizona /,) 
New Mexico js and 
Nevada ©“) combined / 
When they ride “» they 
relax, when they relax 
they read 1)". your 
message.... Write for 
details and rates. 
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Board of Regents, | 
| work 
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ST. LOUIS BROADCASTERS PREPARE FOR NATIONAL MEET 


Executives of St. Louis radio stations gather to discuss details of the National Association of Broadcasters’ convention in 


their city May 12-17. 


Merle S. Jones, KMOX, general chairman of the convention; 


Left to right: J. Soulard and Arthur Casey, KMOX; William West, WTMV; Bob Richardson, KWK; 
George M. Burbach, KSD; Rev. Wallace A. Burk and Nicholas 


Pagliara, WEW; Clarence Cosby, KXOK; and C. G. Renier, KMOX. 


board which includes advertising 
representatives aids in making the 
selections. 

CBS was singled out in the 
classification “for giving its 
broadcasts 
of unsponsored, public service pro- 
grams; for regarding its schedule 
as a curriculum for adults and chil- 


in 3,500 hours 


dren in which lighter entertainment 


served an ingredient to make 
the more vital programs palatable.” 
Particular CBS shows mentioned 
“Invitation to Learning,” “The 
Adventure,” “Reporting to 
“The People’s Plat- 
“Columbia's 


as 


the Nation,” 
form,” and 
Journal.” 

Station WLW was honored among 
large stations “for being a pace- 
maker in the conception and execu- 
tion distinctive public service 
programs; for recognition of the 
principle that clear-channe] stations 
should be sectional rather than local 
in their service, but at the same 
time should not duplicate the work 
of the networks; for offering broad- 
casts of a type slightly above the 
level of the mass radio 
for spending three times as much on 
public service programs the 
average for 50,000-watt stations; 
and for serving the listeners of all 
groups, including rural well 
urban listeners.” 


of 


as 


as as 


Foreign Language Broadcasts 


Station WGAR, the winner among 
medium-sized outlets, was chosen 
for its success in “serving the di- 
verse interests and widely different 
cultural backgrounds of greater 
Cleveland.” Service in foreign lan- 
guage broadcasts to Hungarian, | 
Italian, Slovene, Czech, Polish and | 


WANTED 


TRAFFIC-MANAGER- SECRETARY 


to organize and schedule work 
in art department of leading 
Chicago advertising agency 


APPLICANTS MUST HAVE HAD SOME 
EXPERIENCE IN 
ART BUYING AND PRODUCTION 


Address letters to 


BOX 3322—ADVERTISING AGE 2 Frou a's committee 


giving age and past experience 


net- | 


Country | 


audience; | 


. ° | 
Rumanian groups was particularly 


mentioned, along with WGAR’s 
unique news service featuring items | 
of special interest to about 20 small 


communities. 
Station KFRU’s victory among | 
small stations was in return for 


“making the most of its opportuni- 
ties to serve its local audience, for 
giving its listeners educational fea- 
tures of local origin, including pro- 
grams of classical music with in- 
terpretative comments and helpful 
broadcasts in the interests of bet- 
ter farming; for doing a superior job 
of public service despite limited 
equipment, circumscribed finances, 
and a small personnel.” 

Citations for large stations went 
to WSB, Atlanta; KNX, Los An- 
geles; WLS, Chicago; WCAU, Phila- 
delphia; WBAP, Ft. Worth, Tex.: 
WOR, New York; WGEO, (short 
wave) Schenectady, N. Y. Among 
medium-sized outlets, citations went 
to WJJD, Chicago: WQXR, New 
| York City; WOW, Omaha; KSTP, 
St. Paul; WBNX, New York City; 
WRC-WMAL, Washington. 
KVOS, Bellingham, Wash., 
\singled out for a citation 
'small stations. 


Paris Still Magic 
‘in Fashion World, 
Promotion Proves 


New York, March Paris may 
/no longer be the fashion center 
the world but its fame still carries 
a sales wallop judging from the 
promotion to be staged by Saks- 
Fifth Avenue for the new Tabarin 
hosiery. Manufactured by Gotham 
Silk Hosiery Company and sold by 
the department store under an ex- 
clusive franchise, the stockings will 
be offered an answer to the 
prayer of those’ luxury - seeking 
,American females who demand 
,/French hosiery for their under- 
pinnings. 

An unmistakable French tang 
spices copy to appear in April issues 
| of Harper's Bazaar and Vogue. 

Named for a famous Parisian leg 
show, the stockings are described as 
the product of “American machine 
technique” married to the “Gallic 
tradition of hand-detailed finesse.” 
be other words, the fastidious fe- 
male who dotes on French hand- 
made details will find Tabarin 
delicate a stocking as the imports 
but with more lasting qualities at 
a much lower price. 

The names of French girls drama- 


was 
among 


27.- 


as 


as 


| 


| 
| 


Plan Premium 
Exhibit for 


NAB Convention 


St. Louis, March 27.—A special | 
premium exhibit will be an innova- 
tion at the national convention of 
the National Association of Broad- 
casters at the New Jefferson Hotel 


|}here May 12-15. 


| the 
Station | 


were 


Arrangements have been made to 
display in one unit all of the pre- | 
miums used on all the networks 
during the past year as well as 
those used on individual stations. 
The committee, headed by Howard 
QO. Peterson, promotion manager of | 
WOW, Omaha, has arranged to 
obtain the premiums used on net- 
works but individual stations have 
been invited to send one sample of 
a premium used locally by a local 
advertiser. 

“This premium should be accom- 
panied by a brief description, giving | 
name of the program offering 
it, the duration of the offer, the 
product and the redemption plan, 
that is, how many box tops or labels 
required and the amount of | 
money involved in order to obtain 
the premium,” said Mr. Peterson. 


Retail Sales Up 


of | 


| per cent over the 
| 1940, 


12% in February 
for Independents _ 


Washington, D. C., March 27.— 
For the 27th consecutive month, 
sales of independent retail stores 


during February exceeded those of 
the corresponding 1941 month, the 
Department of Commerce reported 
today. Last month’s increase of 12 | 
level of February, | 
was the largest for any month 


since 1939. 

Statistics cover 23,624 © stores | 
located in 34) states throughout | 
the country. New York, New Jer- 
\sey, North Dakota, South Dakota, 
| Delaware, Maryland, Virginia, West 
Virginia, North Carolina, Kentucky, 
|Tennessee, Mississippi, Louisiana 


_Mountain states to a peak of 15 per | 


|trical World and Electrical Buyers 


tize the colors and Tabarin stock- 
ings will be offered in a French 
finish, an American finish and in 
nylon. 

Newspapers in New York, Chi- 
cago, Detroit and Beverly Hills, 
where the Saks-Fifth Avenue stores 
are located, will carry announce- 
ment copy April 6. 
| . 
| Maico Names Wales 

Maico Company of New York 
has appointed Wales Advertising | 


Company, New York, to handle ad- 
vertising of the Maico Ace hearing 
aid. Sabine Baring-Gould ac- 
count executive 


is 


Oscar S. Tyson, president of O. S. 
Tyson & Co., New York, has been 
appointed a member of the commit- 
tee on business papers of the Amer- 
ican Association of Advertising 
Agencies 


Joins George Bijur 


and the District of Columbia are not 
included. 

Increases ranged from 8 per cent 
in the West North Central and 
New 


states 


cent in 
reporting 


England. All 34] 
registered gains, 


ranging from 2 per cent in Nebraska | 


to 21 per cent in Connecticut. 


McGraw-Hill Shifts Two 


Charles R. Lippold, New England 
advertising representative of Elec- 


been transferred 
the Cleveland office, in charge 
the Western Pennsylvania Eastern 
Ohio territory. N. V. Palmer, who 
previously represented Electrical 
Contracting and Wholesaler’s Sales- 
man, will take over Mr. Lippold’s 
New England territory for Electrical 
World 


ence. 


Reference, has to 


of 


Mrs. Carroll Whedon has resigned 
from the promotion department of 
Columbia Broadcasting System, 
New York, to join the copy depart- 
ment of George Bijur, New York. 


| Beautyrest 


and Electrical Buyers Refer- | 


Informative Copy 


Is Extended for 


Simmons Mattress 


New York, March 26.—Reafirm 
ing its faith in consumer edu 
as an integral phase of its advertis 
ing policy, Simmons Company 
launched its 1941 promotio: . 
mattresses today with 


full-page, four-color copy in The 
Saturday Evening Post. The cam. 
paign, more extensive th a 
similar drive last fall, will con'inue 
for the entire year. 

Informative copy, detailing six 
different advantages of Beau’ rest 
over ordinary mattresses, w be 
used throughout the campa gn 
Headed with various captions, “Six 
things to think about when you buy 
a mattress” or “Six point pla for 
thoughtful mattress buyers,” | opy 
lis replete with information vit.| to 
the prospective mattress b: yer 
Simmons instituted the use of in- 
formative copy for Beautyrest last 
fall and the current campaign iif- 
fers only in the use of color ps nt- 
ings by well known artists, ins‘ead 
of color photographs. 

Full - page, four-color cop) is 
scheduled for American Home, Het- 
ter Homes & Gardens, Brides Miga- 


zine, Collier’s, Good Housekee) ng, 
Ladies’ Home Journal, Life, C- 
|Call’s and The Saturday Eve) ing 
Post. The same schedule, with ‘ess 


' frequent insertions, was used in the 


previous drive. Young & Rub 
is the agency. 


N. H. Liquor Board 


Effects Price Changes 


The New Hampshire liquor com- 
mission has announced price cha! 
on 44 brands, in general boost: 
prices of imported liquor whil 
ducing domestic brands. 

Prices of Scotch whiskies remain 


1m w 


unchanged, but champagne, brandy 
and imported liquors were raised 
sharply. The commission jumped 


|imported brandy prices 95 cents to 
| $1 


a fifth, to prevent out-of-state 
buyers from taking the entire stock 
for resale. Imported and domestic 
champagnes were raised, but domes- 
tic wines were slightly reduced in 
price. 


Linton Joins MacLean’s 


Hall Linton, with Consolidated 
| Press for the past 15 years, | 
joined the staff of MacLean’s Ma ja- 
zine and the Chatelaine, Toronto 
Mr. Linton, a past president of the 
Toronto Advertising and Sales Club 
and presently chairman of the mar- 
keting course of the University of 
Toronto, will be associated with th 


as 


promotion department and act as 
special sales representative. 
> . 

Appoints Kiger 

Charles J. Kiger has been pro- 
moted to sales manager of the pre- 
scription ware division of Owens- 
Illinois Glass Company, Toledo. He 
joined the company in 1933 and in 
1938 was made Eastern sales man- 


ager of the division. 


GIBBONS KNOWS CANADA} 


J. J. GIBBONS LIMITED - 
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ADVERTISING AGE 


_ 


—=_— 


The rates for this department are as follows: 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
“Representatives Available,” 30 cents a line, minimum charge $1. Terme 
ith order. 
coed sther classifications (single insertion rates): % in., $2.75; 1 to 3 in.. 
54.75 per inch. 
oo 


HELP WANTED 
javertising Men—(organizations)—A 


‘ 
‘a 


ting t special issue designed for 


POSITIONS WANTED 


} 
oo Advertising Salesman at 


Publication (women appeal) | 


nportant sections, seeks ad- | 


artis sales organizations, propo- 
ition r principals only. Give ex- 
erie! Confidential. 

x 3 ADVERTISING AGE, N. Y. 
ve sli alize in advertising person- 


and female. Positions now 


vaila with advertisers, agencies 
nd I ishers. Transactions confi- 
ntia No registration fee. 


FRED MASTERSON 
Sinclair-Masterson Personnel 
htoom 1528, 120 8. LaSalle St., Chicago 


POSITIONS WANTED 


Chicago open for connection due to 

merger of trade publications. Agency 

acquaintanceship 

Box 3319, ADVERTISING AGE, Chgo 
UNUSUAL SALES EXECUTIVE 


| Substantial, energetic, clear thinking 


|} married, gentile, 


WANTED—a high grade advertising | 


side for New England. Merchan- 
lising or display material preferred 
x ADVERTISING AGE, N. Y 
fiom a Mail Sales Seout 

e leads, increase sales, open 
" ints By mail. All or pt. 
ul. Jenkins, 2133 Ridge Ave., 
Evanston, Ol, 


ART DIRECTOR ... Illustrator 
cee Record with 4-A Agencies, 


“ 


su 


ead Lithographers, Art Direc- 
t f Publishing Company, six yrs. 
own Art Service Thor- 

ig xperienced in directing and 
Art Work, Photography, Ty- 


Printing, ete., 

of production, construction 

and Point of Sale Adver- 

reates original ideas that 

I rough and Finished Com- 
prehe e Layouts 


understand | 


carry through to} 
ind iding finished Art Work, 
Figure Black and White and Full 
‘olor J] trations, Lettering, Design. | 
Prove lity, all samples National 
Advertise References, Age 36, 
Protestal Single Will leave New 
rk for right position 
ox 33: ADVERTISING AGE, N, Y. 


j} advertising 


producer, Exceptional and demonstra- 
ble record in tangible marketing 
Creative ideas and ability to solve 
sales problems. High grade appear. 
Perfect health, 6 ft. 185 lbs., 44 yrs., 
Uni. grad. 

Box 33038, ADVERTISING AGE 


>» Chgro 
SPACE WANTED 


AGENCIES—ARTISTS, ATTENTION! 


Established loop Commercial and Il- | 


lustrative Photographer contemplat- 
ing moving to near North side, will 
consider renting space in that local- 
ity from Advertising Agency, Art 
Studio or kindred line. Opportunity 
to incorporate Photography with your 
present services 
Box 3304, ADVERTISING AGE, Chgo 
BUSINESS OPPORTUNITY 
Kiaperienced advertising manager at 
nationally Known trade publication 
has $5,000 to invest with his services 
in profit-making trade paper. 
Box 3318, ADVERTISING AGE, Chgro 
BUSINESS SERVICE 
YOUR SALES PROMOTIONAL MA- 
terial, house organs, planned, pre 
pared on free lance basis by employed 
man Plenty of ideas, 
Edward Edelstein, 201 N 
Randolph S884, Chicago. 


MISCELLANEOUS 
BAIRDSET ADS OUTPLLL PUR- 
lisher set ads by 25°, 8 year check 
proves. Type ruler with your first or- 
der. Clean proofs fast day and night 
BAIRD, 18 bk. Kinzie, WHI, 4347, Chao. 


samples 
Wells St., 


Two Pick Erwin, Wasey 

Erwin, Wasey & Co., Houston, 
Tex., has been appointed to handle 
advertising of the new Trinity White 
Portland cement, product of the 
Trinity Portland Cement Company, 
Chicago and Dallas; and also has 
been named as advertising counsel 
to Houston Ready-Cut House Com- 
pany for its line of fabricated houses 
and industrial buildings. Joe W. Ed- 
wards is account executive. 


wit Hee 


We maintain a Color Research 


100 Sixth Avenue, New 
know that you need help. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOlO-ENGRAVERS 
IN CHICAGO 


| poration 


Local Roto Up, 
National Down, 
for February 


New York, March 26. 
newspaper rotogravure advertising 
linage in February increased 50,- 
556 lines or 21.3 per cent from the 


Local 


237,576 lines in February, 1940, ac- | 


|cording to the Kimberly-Clark Cor- 


report. National linage, 
however, 
55 per cent from 745,260 lines to 
336,139. 

In comparing the two months the 
total decrease was 358,565 or 36.5 
per cent, from 982,836 lines for 


February, 1940, to 624,271 lines for | 


February of this year. 
Monotone gravure linage for Feb- 
ruary, 1941, was 535,938 lines and 


| color roto totaled 88,333 lines. 


Noise Abatement Council 
Elects New Officers 


George P. Little, manager of the 
acoustical department of the Celo- 
tex Corporation, Chicago, was 
elected president of the National 
Noise Abatement Council at a meet- 
ing in Cleveland where final plans 
for observance of Noise Abatement 
Week, June 1-7, were approved. 

Other officers elected included: 
vice-president, S. L. Hooper, sales 
manager, Noiseless typewriter di- 
vision, Remington Rand, Inc., Buf- 
falo; and treasurer, G. L. Bostwick, 
manager, engineering sales division, 
U. S. Gypsum Company, Chicago. 
Council plans for the June week 
call for posters and displays, other 
printed material, publicity and ad- 
vertising, and direct contacts by 
local committees. 


Plan 6-Point Program 
to Boost Texas Citrus 

A committee made up of repre- 
sentatives of Texas citrus fruit 
growers, shippers and canners has 
started a move to win legislative 
approval of amendments to state 
law which would make a six-point 
program possible for the industry. 

Plans call for a national adver- 
tising campaign, minimum price 
fixing, creation of a Valley citrus 
commission to regulate the indus- 
try, tightening of state rules gov- 
erning shipments and bonds and 
licenses for fruit buyers. 


decreased 409,121 lines or | 


NAB Offers 
Stations Revised 
Agency Contract 


Washington, March 
vised agency contract form has been 


approved by the board of directors | 


of the National Association of 
Broadcasters and recommended to 


stations as an indication of the 
preponderant practice of a majority 
of broadcasters and one that will 
be acceptable to most agencies. 
The new form includes 
suggested by the Four A’s 
buyers’ committee which 
acceptable to the NAB board. 

Although the Four A’s 


time 


still 


objects to the new form in three! 
principal respects the NAB commit- | 


tee deemed further meetings useless 
because of the NAB’s firm convic- 
tion on the points at issue. The 
three main points of difference are: 

1. Station’s right to substitute 
commercially sponsored programs 
of public importance. The agencies 


ernmental programs should be sub- 
stituted on a sponsored basis and 
that all other programs of public 
importance should be substituted 
on a sustaining basis. 

2. No reference in the contract 
to the services of a regular staff 
‘announcer. NAB thinks this should 
be handled in each case on the face 
of the contract. 

3. Station’s 


obligation to reim- 
burse agency for non-cancellable 
talents costs only when. station 


itself has contracted for the talent. 
Separate Local Form 


| The NAB believes that “some 
stations will vary certain of the 
recommended provisions to conform 
to their established policies. Other 
|arrangements will naturally be 
'made in terms on the face of the 
contract in individual deals For 
local business direct with adver- 
tisers the NAB believes that stations 
will want to consider the use of a 
contract form originally adopted 
Jan. 9, 1941, by NAB prior to the 
j}making of changes after conferring 
with the Four A’s representatives. 

“Stations which have not as yet 
printed that form (that of Jan. 9, 
1941) should consider the advisa- 
bility of striking out the word 
‘agency’ wherever it appears on the 
back and substituting the word 
‘advertiser’ and also striking out all 
lreferences to agency and commis- 
sions on the face,’ says the NAB 
report. “Those which have already 
printed it can continue to use it on 
local advertiser business by striking 
out the reference to agency com- 
missions. The committee believes 


it desirable to use two forms, one | 


for agency business and one for 
business direct with the advertiser.” 

The only’ business remaining 
before the NAB-Four A’s committee 
is concerned with an invoice form 
which is now in the hands of an 
NAB sub-committee and which will 


be discussed with the Four A’s fiscal | 


committee prior to. its release 


within the coming month 


To “American Legion” 


F. Willis Munro has been ap- 
pointed Detroit advertising repre- 
sentative of American Legion Mag- 
azine. He was formerly advertising 
manager of the Hupp Motor Car 
Corporation and was recently ac- 
count executive and publicity direc- 
tor of Grace & Bement, Detroit 
| . . 
|Spiner Resigns 
| L. H. Spiner, executive assistant 
to the president of the Laclede Gas 
Light Company, St. Louis, has re- 
signed, effective April 1, to re-enter 
the advertising, merchandising and 
public relations field. He will be 
available to the company, however, 
in a consulting capacity. 


Fill Air Express Edition 

A temporary limitation of air ex- 
press space in Pan American Clip- 
pers has forced Time to refuse any 
more advertising for the first issue 
of its Air Express edition, a con- 
densed version of the newsmaga- 
zine to be flown to Latin America 
starting May 5 


26.—A _ re-| 


changes | 


were | 


contend that only political or gov- | 


SPRING IS HERE 


Nine-color 
with which Jacob Ruppert Brewery, New 
York, is welcoming the Bock season. 


lithographed display card 


U.S. Royal Foam 
Renamed ‘Koyalon’ 
as Drive Starts 


New York, March 27.—Full-page 
;}copy in six national magazines will 
acquaint consumers with a new 
trade name next week when United 
States Rubber Company announces 
“Koyalon” as the new designation 
for its latex product heretofore 
merchandised as U. S. Royal Foam. 
The campaign will mark the prod- 
uct’s most extensive promotion since 
its consumer debut in the spring of 
1939 

Hailing Koyalon as “cushioning 
material softer than a baby’s flesh,” 
the company will place chief em- 
phasis on the product's use in mat- 
and upholstered furniture, 
although acceptance by leading 
automobile manufacturers and in 
railroad cars and airliners will also 
be mentioned 

Koyalon is described in 
copy as “fluffy, foamed latex 
amazingly resilient sensitive to 
the slightest touch. A light angel- 
food-cake sort of substance—alive 
with springy-soft buoyancy that 
brings new, fuller comfort to your 
rest and relaxation.” 


Product Ten Years Old 


United States Rubber Company 
began experimenting with Koyalon 
in 1931. Three years later the 
product was incorporated into the 
manufacture of automobile cush- 
ions, upholstery on streamlined 
trains, theater, bus and airplane 
seats. It was not until 1939, how- 
jever, that consumer’ advertising 
was used to build up demand for 
the product as a material incorpor- 
ated into household furnishings. 

The schedule for the new cam- 
paign includes American Home, 
Brides Magazine, House Beautiful, 
Ladies’ Home Journal, Life and 
The Saturday Evening Post. Sup- 
|plementing this list will be news- 
papers in leading markets in coop- 
eration with local dealers. Camp- 
bell-Ewald Company handles the 
account 


tresses 


initial 


Reed Tells Marketers 
of New Census Figures 


Merchandisers will be enabled to 
take fuller advantage of Bureau of 
Census statistics this year than ever 
before, Dr. Vergil D. Reed, acting 
director, told the New York chapter 
of the American Marketing Asso- 
ciation March 27. He emphasized 
the Bureau's efforts to merchandise 


its findings in the 1940 census to the | 


public in “smaller packages.’ 
Data on wages, payrolls and vol- 
ume of business for all retail estab- 


Police to Learn 
Honeyed Phrases 
for ‘Hey, You!’ 


| Philadelphia, March 26. 
lers of the ordinances of Lower 
Merion township, Ardmore, Pa., 
might as well prepare now for the 
shock of their lives. 

Caught, for instance, while trying 
|} to beat a traffic light they'll brace 
themselves for a loud and raucous 


Otfend- 


* | “Hey, you, where d’ya think you’re 


goin’, to a fire? Pull over!” And 
that’s where the shock will come in. 
That stuff’s out 

| You see, Major Samuel W. Gear- 
hart, superintendent of police, has 
arranged for his officers to attend 
six lectures on salesmanship by 
| James Maynard Dugan, under the 
direction of E. A. Clarke, Philadel- 
|phia sales analyst. 


“Post-Standard” Promotes 

Grant W. Ernst, advertising di- 
rector of the Post-Standard, Syra- 
cuse, N. Y., has been made assistant 
business manager of the company. 
His former place was taken by Wil- 
liam Allan Dyer, Jr., whose post as 
national advertising manager was 
given to G. Raymond Laing 


| Elect Beitzel 


George B. Beitzel, sales manager 
of the Pennsylvania Salt Mfg. Com- 
pany, Philadelphia, has been elected 
president of the Sales Managers’ 
Association of Philadelphia. 


WREX W. WADMAN 


f = =€©5>—s- Has Been Appointed 
f = - Publisher of | 


| FACTS about SUGAR 


COMPLETELY COVERING 
THE SUGAR INDUSTRY © 


= oe — ; us 


An Application for Membership in the 
Controlled Circulation Audit, Inc. will be 
immediately filed 


i ‘ 
~~ - 


TELEGRAPH 
sler 

Crectings 

wm QO% 
DISTANT 


Q5% POINTS 


| SAVE TIME: Telephone Western Union 


from home, office or coin box 
Select messages by number. 


lishments within selected metropoli- | 


tan districts will be available for 
the first time 
of data will also be broken 


into smaller, basic units. 


Extend WLW Scholarships 


The Crosley Corporation station, 
WLW, Cincinnati, has announced 
three college scholarships for 1941, 
opening the competition to students 
in virtually every college and uni- 
versity in the United States. Only 
two were offered in 1939 and 1940. 
This year’s $500 winners will be 
picked in three divisions, agricul- 
tural programs, general announcing, 
and radio promotion and market re- 
search. 
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WESTERN UNION WILL PURCHASE 
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ANYTHING FOR YOU AND DELIVER 
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ADVERTISING AGE 


Gillette Buys 
Radio Rights 
to Ring Shows 


New York, March 26.—Broad- 
casting rights to all boxing bouts 
staged by Mike Jacobs’ Twentieth 
Century Sporting Club were pur- 


chased this week by Gillette Safety | 


Razor Company, effective June 1. 
The programs will be aired over the 
Mutual Broadcasting System. 

Since virtually all championship 


contests are controlled by the 
Jacobs organization, Gillette will | 
enjoy the exclusive privilege of 


bringing Joe 
of the ring to radio listeners. 
deal covers bouts’ presented 
Madison Square Garden, the 
den Bowl, Yankee Stadium, 
Grounds, as well as contests offered 
in other cities under the Jacobs 
banner. 

In becoming radio’s leading pur- 
veyor of boxing news, Gillette will 
emphasize its role as a sponsor of 
outstanding sports broadcasts. On 
May 3, for the second successive 
year, the company will air the Ken- 
tucky Derby over 96 stations of the 
Columbia Broadcasting System. 

Maxon, Inc., is the Gillette 
agency. 


The 
at 
Gar- 


Jam Handy Starts 
Television Films 


The Jam Handy Organization, 
Detroit, has just announced forma- 
tion of a production unit for tele- 
vision films. 

The company had one of its pic- 
tures televised two years ago for 
the New York World’s Fair and 
since then has supplied many pic- 
tures for television broadcasting in 
the New York area. It recently pro- 
duced a movie observing all rules | 
for television pictures, and this is | 
to be put through a_ broadcasting 
studio for criticism. 


Spot Radio for Mason 


Louis and lesser lights | 


Polo | 


Atlantic Refining 
Expands Baseball 
Broadcast Plans 


Philadelphia, March 26.—The At- 
lantic Refining Company, beginning 
with the opening of the baseball 


| casts of games of three National and 


,two American League teams, four 
of the International League, 
|eight teams of the Eastern League, 
four of the South Atlantic League 
and two of the Piedmont League. 
This is the largest program ever 
undertaken by the company in its 
six years’ sponsorship of profes- 
sional baseball. 

Using the facilities of 46 stations | 
from Maine to Florida, the schedule 


calls for the play-by-play broad- | 
casting of some 2,400 games. This | 
year will mark the first time that | 


games will be broadcast over an FM | 


station, the facilities of WWSW’s 
FM station in Pittsburgh being 
scheduled to carry all home and | 


road games of the Pirates. 

Another innovation this year will 
be the use of special news releases, 
prepared especially for Atlantic by 
the International News Service, 
during the regular broadcasts of 
games of the Boston Bees and Red 
Sox, the Philadelphia A’s and Phil- 
lies and the Pittsburgh Pirates. This 
service will be offered to keep the 
listeners informed of the latest de- 
velopments in domestic and world | 
news while the games are in prog- 
ress and will be timed so as not to 
interfere with the play-by-play de- 
scriptions. If the news broadcasts 
| work as anticipated, their extension 
to stations carrying minor league 
games will be considered. 


Localized for Dealers 


“This is the sixth consecutive 
Mason, Au & Magenheimer Con-| year Atlantic has sponsored play- | 
fectionery Mfg. Company, New| by-play sports broadcasting, pro- | 
York, has launched a daily | spot | fessional baseball and collegiate 
radio campaign for Mason Peaks, | football, in our marketing area,” 
Mason Mints and Black Crows in| ._, id Josevh R. Rollins. advertisins 
i5 markets between Chicago and\|°°"" °°" “i . “gy am — _— 
New York. Applied Merchandising |™#nager. “Each year the program 
Inc., New York, is the agency. has been enlarged. 


Armo to Fairfax 

Armo Cooling & Ventilating Com- 
pany, New York, has appointed H. 
W. Fairfax, 
advertising. 


LAYOUTS 
LETTERING | 
ILLUSTRATING | 
RETOUCHING 


| 


STRIBLING 


140 South Dearborn Street 


Yess 


Chicago, lit 


MAILING SERVICE 


Multigraphing 
Addressing 


Filling-in 
Mimeographing 
THE LETTER SHOP, Inc. 


440 8, Dearborn St Wabash 8655 
CHICAGO 


The JOURNAL TWINS 


With Over 52,000 .- 
Daily Circulation. 
Sioux City leads every city in 
the state as a wholesale city. 
Ranks eighth in the stock- 
yards oe, in the United 
States. 

1940 it chewed the largest 
percentage of gain in livestock 
receipts in the entire — 
industry. ; 

; eee : 

Coneral Advertising Representative of The Joernal 
NOEE, ROTHENBURG & JANN 
New York - Chicage - Detroit - Ga Rentnp 
eee . 
Owners and Operators of Station KSCJ : 


job 
pont 


New York, to handle its | 


| beverages by May 1. 


“We have found that commercial 


| sports broadcasting, if properly 
| handled so as to add to, rather than 
‘detract from the fans’ enjoyment 


of the games, is one of the most re- 
sultful types of advertising we have 
/e ver undertaken. Tying in each pro- 
| gram with the local communities, as 
we do, has helped to build up the 
dealers in those communities, in- | 
| crease station traffic and sales. Deal- 
}er enthusiasm for this ‘front line’ 
support has grown yearly. 

“Our policy always has been to 
make the game the important thing, 
| spacing our commercials so they 
| will win the favor and patronage of 
the listeners, rather than interrupt 
| their following of the play. Judg- 
ing from the splendid results we 
have had, this plan has certainly 
| been a success.” 
| N. W. Ayer & Son is the agency. 


| 
| 
| 
| 


NBC Transfers Yandell 


Lunsford P. Yandell, who has 
been in charge of commercial sales 
for the international division of Na- 
tional Broadcasting Company, New 
York, has been transferred to the 
| Blue network sales staff. John F. 
Royal, vice-president in charge of 
international relations, will super- 
vise the activities of the interna- 
tional division. 


Hamilton Elected 


R. L. Hamilton, with the Dumore 
Company, Racine, Wis., since 1934, 
|was elected vice-president at the 
annual stockholders’ meeting. Mr. 
Hamilton, who is president of the 
Milwaukee Association of Industrial 
Advertisers, was named advertising 
manager of the company in 1935 


‘oz sales manager in 1938. 


Drewrys Appoints 
Livingstone-Porter-Hicks 
tising Agency, 


Adver- 
Detroit, has been ap- 
pointed advertising and merchan- 
dising counsel for Drewrys Dry 
Ginger Ale U. S. A., Inc., soft drink | 
bottler. The Detroit company ex- 
pects to have 50 bottlers throughout 
the country distributing Drewrys 
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Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 


season April 15, will sponsor broad- | 


all | 


| the state 
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Tighten Unfair Sales Act 
The Wisconsin senate has passed a 
bill strengthening provisions of the 
1939 unfair sales act to prevent “loss 
leaders.” The measure was sent to 
assembly for concurrence. 


| Graphic Arts Expands 


Engraving 


Graphic 
pany, 


ber 
floor. 


Arts 
Philadelphia, 


has enlarged its 
production plant in the Laird-Scho- | 
bldg. by taking over the fourth 


Com- 


pany, 


| 

Change Crosley Account 
Advertising of the Cros 

ration’s midget automob!! 

placed with Keelor & >! 

Cincinnati. 

is account executive. 


Corpo- 
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Com- 
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Broker Goes Whole HUMANIZES REPORT 
Hog on Promotion; 


Releases Report 


(Continued from Page 1) 


© ORR STOCK Ehcmavet 


2 
ry 
£ 


mae 


advertising has been created in the 
light of preliminary consumer re- 
search which disclosed strong public 
prejudices as well as specific invest- 
ment needs. Copy has been free 
‘rom technical terminology and has 
ought to discuss vital financial 
problems in terms of the public’s 
requirements rather than the adver- 
tiser’s position as a dominant force ‘ : . 
in the financial community. 1936 = 1937 193819391840 
Typical of the copy formula that 
nas stimulated floods of inquiries— 
at the same time causing many a 
blink of a Wall Street eye—is a 
Time advertisement which features 
Pre-Planned Portfolios.” Eight in- 
yestment programs are suggested, 
ranging from $2,000 to $500,000, and 
encompassing the requirements of 
salaried people and small business 


okekekeke, 


One page from the annual report just 
released by Merrill Lynch, showing how 
all statistics have been humanized. 


Lynch annual report is an analysis 
of the firm’s expense dollar for 
men as well as retired executives | 1940. Three cents went for adver- 
and estate trustees. Upon request |tising, a ratio virtually unheard of 
any investor is able to obtain a|in the financial field. Other ex- 
detailed list of the securities in any |penses were salaries, 58 cents; 
one of the suggested portfolios,| insurance and taxes, 9 cents; sta- 
with full information as to approxi- | tionery and supplies, 8 cents; office 
mate cost, percentage yield and/| rental, 6 cents; telephone and tele- 
similar pertinent data. | graph, 4 cents; ticker and time serv- 


lice, 3 cents; and statistical service, 
Complete Data Given 


12 cents. 
In addition to Time, the current! The balance sheet shows total | 
schedule, larger than last year’s, | assets of $40,273,963. Income last 


includes Family Circle and 75 news- | year was $4,232,473, resulting in a 
papers in the 41 cities where Mer-j|net loss of $36,594 before certain 
rill Lynch has’ branch offices. | non-recurring expenses were met, 
Newspaper copy is an adaptation of} or a net loss of $177,943 after these 
the magazine insertions, presented | expenses were included. Charles 
in the form of a letter signed by|E. Merrill, president of the com- 
the local manager. Albert Frank-| pany, pointed out, however, that 
Guenther Law is the agency in | this result occurred in the face of 
charge. declines in commission income of 
The forthcoming Time insertion, | $1,226,000. The last quarter of 1940 
scheduled for the April 7 issue,|showed a net profit of $140,000, 
bears the theme, “Low Pressure|thus auguring well for this year's 
Selling” and explains the company’s | outlook. 
facilities for expert pret sorgmond Interested in Advertising 
guidance. The copy also makes an 
ippeal for small accounts, pointing| Faced with serious problems 
out that more than half the accounts | engendered by Stock Exchange vol- 
in the Merrill Lynch books have |Ume which was lower in 1940 than 
debit balances of less than $1,000./at any time since 1921, Merrill 
One of the most interesting) Lynch turned “words into deeds,” 
breakdowns shown in the Merril] | the annual report declares, and pro- 
ceeded to cut down operating ex- 
| penses wherever possible. At the 


| P 
and promotion personne! 


|panded considerably. 

| The company’s advertising con- 
| sciousness derives its stimulus from 
Mr. Merrill, who has played an 
| active role in the financing 
|operations of many of the country’s 
lleading chain store organizations, 


Was eCX- 


(ORRECTIONS 


ey 


| tional stores in the food field; Bond 
stores in the clothing field; and 
|McCrory stores in the general syn- 
|dicate store field. 
In putting its annual report into 
RAPID COPY SERVICE C0 nationwide distribution, Merrill 
. |Lynch supplemented its customer 
© 123 N. Wacker Drive ... CHICAGO ‘list with copies sent to executives 
* 415 Lexington Ave... NEW YORK ‘of leading corporations, pointing 
* Ninth-Chester Bldg... CLEVELAND || out that for years the latter have 
| been on the sending end of annual 
| statements and to reciprocate Mer- 
rill Lynch is putting them on the 
receiving end. 


Intensive Drive for 


Krueger Beer and Ale 


G. Krueger Brewing Company, 
Newark, N. J., will use 51 news- 
papers, 10 radio stations and 800 
outdoor posters in an advertising 
campaign for its beer and ale in 18 
states along the Eastern seaboard. 
Business papers and car cards will 
also be used. 

The newspaper schedule calls for 


GET OUR FREE 
REFERENCE 


BOOK and 
MAILING 
LIST CATALOG 


Ge counts and and the end of June, while the radio 
Mal, nd prices on accurate guaranteed _ , : sin t 
8G lists of all ef of business enter. | schedule varies from chain-breaks 


~ in the U. S. Wholesalers—Retailers— | tO 15-minute programs. Compton 

hundreds vet by classification and state. Also Advertising, New York, is the 
of selections of individuals such as agency 
Nalmen, auto owners, incomelists,etc. | “ & -* 


a a nn Publishes “Fuel Di 
ishes “Fuel Digest” 
RL POLKsCoO. | First issue of Fuel Digest, a new 


Bidg.— | business paper, made its appearance 
Gunailllike on person oes |March 12. The circulation of 5,300 
Largest Cit ioe Sreies ; copies is controlled and confined to 
Nadine Ligt y Directory Pubtichers the Atlantic seaboard. The paper is 
w rednaaalins penere senate Stetis- published at 1283 Hyde Park ave- 
rect Mail Advertising. | . : A 
nue, Boston. A. L. Dickerman is 

advertising manager. 


}same time, however, sales, research | 


‘including Safeway and First Na-| 


placing 300,000 lines between now | 


Home Furnishings 
February Sales 


Near January Peak 


(Continued from Page 1) 


| gained 19.2 per cent over February, | months. 
| 1940, and were only 4.9 per cent 
|under the January record. 
| shortages threaten to curtail furni- 
ture production, with defense orders 


Wood 


jabsorbing the reserve supply of 
|gumwood used in veneers. Ma- 
hogany supplies have diminished 


|and several manufacturers reported 
| difficulty in getting cured walnut. 


Floor covering sales, according to 
the survey, were 32.4 per cent above 


the February, 1940, period, and 
lonly 9 per cent under January 
| Most leading soft surface carpet 
manufacturers have announced a 
5 per cent increase in prices due 
|to increased labor expense. No 
price increase since January has 


been announced by hard surface 
floor covering manufacturers 

| Housewares, the industry said to 
|be most affected by limited distri- 
|bution of raw materials, reported 
ja 22 per cent increase in sales, 3 
|}per cent below January figures. 
| Retailers were reported attempting 
}to build reserve stocks sufficient to 
|last through 1941. 


Aluminum Prorated 


Orders for aluminumware and 
other aluminum items were pro- 
rated during the month, but no 


price increases have been reported, 
|according to the survey, since the 
general 10 per cent increase Jan. 1. 
| Earthenware, glass and enamelware 
manufacturers listed heavy sales 
{increases during the last two weeks 
of February. Majo: appliance 
|makers have reported price ad- 
}vances ranging from 5 to 10 per 
|cent since the first of the year. 

| The china, glass and _ pottery 
|} makers, working at capacity, could 
not handle all available business 
and February sales were 21.9 per 
j}cent over February, 1940, and 13 


|}per cent above January. Quality 
|manufacturers have not raised 
| prices, but lines in lower price 


brackets have gone up 10 to 15 per 
cent during the month 


Note Zinc Shortages 


| Although February lamp sales | 
|were 7.3 per cent under January 
|they constituted a 23.8 per cent 


| gain over 1940 figures. Shortage 
of zine has forced manufacturers to 
lturn to other metals and plastics. 
| Price increases of 12 to 15 per cent 
|were announced by several metal 
|lamp lines, but the majority have 
maintained prices quoted in Janu- 
ary. 

Curtain and drapery wholesalers 
| reported February sales up 17.9 per 
cent, with giftware sales up 22.9, 
| and toy, game and wheel goods up 


\28 per cent. Heavy buying of 
\linens, domestics and _ bedding 
| boosted sales 24 per cent. Whole- 


|salers’ stocks of fine linen are said 
to be diminishing rapidly, with only 
limited supplies being shipped into 
the United States. 


Watson to Speak 


Paul E. Watson, vice-president in 
‘charge of Western operations of 
| Ruthrauff & Ryan, will discuss “The 
|'Function of an Advertising Agency” 
lat the April 8 luncheon meeting of 
| the Newspaper Representatives As- 
sociation of Chicago. The meeting, 
;}second of a series in which promi- 
nent advertising men discuss im- 
portant developments and present 
trends in advertising, will be held at 
the Tavern Club, 333 N. Michigan 
avenue. 


Lowell Papers Merge 


The morning Courier-Citizen, Lo- 
well, Mass., a century-old newspa- 


| per, and the evening Leader, estab- | 


lished in 1921, will merge, effective 
March 31, as an afternoon newspa- 
per to be called the Lowell Citizen- 
Leader. 


Appoints Ziegler 


Clarence C. Ziegler has been ap- | 


pointed sales director of the Green- 
| field Tap and Die Company, Green- 
field, Mass. 


William H. Strona. 
Vice-President of 
BBDO, Dies at 42 


New York, March 27.—William 
H. Strong, vice-president and direc- 
tor of Batten, Barton, Durstine & 
Osborn, died March 23 in Pasadena, 
Cal., after an illness of several 
He was 42 years old. 

Mr. 


Strong, who joined the 
agency in 1921 after graduating 
from Princeton, was an account 


executive well known for his work 
on the Phoenix Mutual Life Insur- 
ance and The Saturday Evening 
Post accounts. He developed Phoe- 
nix Mutual’s campaign on “How to 
Retire at 55” and others in a simi- 
lar vein. His copy for The Satur- 
day Evening Post entitled “People 


Pay Attention When You Put It in 
the Post” was a whimsical series 
which attracted widespread atten- 


tion. 

His hobbies were responsible for 
the authorship of two books: “Pho- 
tography for Fun” and “How to 
Travel Without Being Rich.” 


est selling hobby book 


ALBERT M. HIRSH 

Aurora, Ill, March 24.—Albert 
M. Hirsh, 74, publisher and general 
manager of the Aurora Beacon- 
News, died here March 12. After 


running a clothing store here for 
many years he became president 
and publisher of the Beacon-News 


in 1930, succeeding the late Albert 
M. Snook. 


Charles W. Hoefer, director of | 


local and national advertising of 
the Beacon-News for many years, 
has been appointed to succeed Mr. 


Hirsh as publisher of the news- 
papel 
BAILEY MILLARD 

Los Angeles, March 24.—Bailey 


Millard, 81, former editor of Cosmo- 
|politan and Munsey’s Magazine, 
former managing editor of the San 
Francisco Bulletin and also former 


city editor and literary editor of 
the San Francisco Examiner, died 
|March 21. He was the author of | 
several books. 
HERMAN A. DE VRY 


Chicago, March 24.—-Herman A. 
De Vry, 65, founder and president 
of the De Vry Corporation, maker 
of motion picture equipment, died 
here suddenly yesterday. He also 
founded De Forest Training, Inc., 


| nical workers by the use of motion 


pictures. He was 


- 
jinventor of the vacuum tube for 
|radio, and was said to have made 


the first sound equipment for mo- | 


|tion pictures from plans drawn by 
|Dr. De Forest. Mr. De Vry 
| several motion 


also 
| invented 
! 

devices. 


RUPERT C. MOORE 
Worcester, Mass., March 24. 

Rupert C. Moore, 55, advertising 
| manager of the Warren Belting 
Company for more than 20 years, 
‘collapsed March 17 while waiting 
for a bus and died in the police 
ambulance enroute to the hospital. 
Winfred A. Place, president of the 
|company, was with him. 


JOHN B. WILLIAMS 
| Philadelphia, March 24.—John B. 
| Williams, a director of the Curtis 

Publishing Company, died March 21 
at University Hospital. He was 76. 
Mr. Williams came to this city in 
1900 when he joined the Curtis 
organization as superintendent of 
| its manufacturing department. On 
| Jan. 
| president but continued to act as a 
'member of the board of directors 
;until his death. 

Prior to his connection with 
Curtis, Mr. Williams headed the 
printing department of American 
|Type Founders Company, Boston, 
Mass. 


Golf Club to Wilder 


Almon Brooks Wilder, Inc., Chi- 
cago, has been appointed by the 
White Pines Golf Club, Bensonville, 
Tl. 


The | 
|former became his publisher's fast- | 


|; whose purpose was to educate tech- | 


associated for | 
|many years with Dr. Lee De Forest, | 


picture 


1, 1935, he retired as a vice- | 


Name, Not Product, 
Protected by Fair 
Trade, Says Court 


(Continued from Page 1) 


he can do so without utilizing the 
latter as an aid to that end.” 

The decision continued: “Basically 
it does not savor of unfair practice 
and an imposition on the public for 
any producer to sell the same 
larticle at a lesser price simply 
| because it is packed in a container 
|that does not bear the trade name 
of the producer. That the fair 
| trade act was intended to prevent 
this, I doubt. 

“I am afraid we have not attained 
| that degree of altruism in business 
|whereby it is incumbent upon a 
| producer to state in effect that it is 
| the producer of the article in ques- 
|tion which is the same article that 
|is produced and sold by it under a 
| different name.” 
| The formal injunction has not yet 
| been signed, and whether or not 
| Bloomingdale's will appeal will de- 
pend entirely on the wording of the 
order, store officials indicated. 
With Lynn Baker 

Shelton Weeks has been = ap- 
pointed account representative with 
Lynn Baker Company, New York. 
He was formerly sales and advertis- 
ing manager of Lion Brewery, New 
!York, and before that account 
}executive with J. Walter Thompson 
Company, New York. 


Kuhn to Rite Point 

Paul R. Kuhn, sales manager of 
the Terre Haute Advertising Com- 
pany, has resigned to accept a simi- 
jlar position with the Rite Point 
Company, St. Louis. 


Ranging from calendars to candle 
sticks, this amazing new 9012 page 
Merchandiser is the complete answer 
to your Good Will Gift considerations 
for 1941. Simply indicate your prob- 
lems, addressed to department AA on 
your business letterhead, and this big 
free book will be on your desk within 
a few days. 


ay 


Premium Headquarters 
223 W. Madison $ 


PRINTING 


cAd- Setting 
Engravinge ‘Printing 


AITHORN service is 
Cf complete —Ad-Setting, 

Engraving, Printing. You 
can use one or all as req: ired, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you Can get engrav- 
ings and press proofs in any 
quantity. Phone Wabash 7820. 


| * 
The Faithorn Corporation 
504 Sherman Street, Chicago 


A Comprehensive, Complete Day and Night 


| \ Service for Advertisers and y 


Advertising Agencies 


Joseph Hagn Co. 


. Chicago 
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ADVERTISING AGE 


cf Real Hostery ( i 


; Way. 


at 
psc advertisemen 


the October 21 meue of LiFe 


into action in 1928 wit ® 
eagre adverti a 


er anne Come " Towele 


This one appears the 
following Oc tober monthlies 
mecaLe’s « TRUE CONFESSIONS 
HOUSEHOLD MAGAZINE 


ROMANTIC § TORY 


SCREEN LIFE ~ MOVIE STORY 


HoLUL ywoob MOTION PIC TURE 


_and there are 8 more of these 
evestopper® «running through De- 
cember! 
advertising . - 
are made Canne oe 


—, 


ry Amer an housewife. 


Cannon Customers Come Back 


BECAUSE: 


1. Cannon Hosiery tested not 


once, but three times, includiwg 


Cannon's air-pressure Ine pection 
2. The cellophane Handy-Pack 
assures fresh, flawless stockings. 
3. Cannon Hosiery is we —_— 
with wide range © of smart colors 
ie lawoching out ith the sam — 
dA advertising pur 
rd! 
pre 


of concentrate 
already sales are swingine u 


ry retails from 69¢ to $1.00. 


Cannon Silk Hosie setatie ot 81.25 


w yore civy 
Cannon Nylon Hoswery 


street, we 
70 worTH 
ANNON mites, INCORPORATED, 
c 
AND sweets 


TS, 
is, BLANKE 
ey THE MAKERS OF CANNON tTowe 
mace 


“Today CANNON is Using More TRADE PAPER | 
- SPACE than Ever Before in Its History! 


Twenty years ago few retailers and almost no consumers 


had ever heard of the name Cannon. This was true despite 
the fact that Cannon enjoyed the distinction at the time of 
being the largest manufacturer of towels in the world. Two 
things accounted for this. First, Cannon Towels were un- 
branded. Second, retailers dealt principally with whole- 
salers and consequently had little or no direct contact with 
the Cannon Company. 


In 1921 Cannon decided to market its towels over the Can- 
non name. Before consumer advertising could be pur- 
chased, two things had to be done. A Cannon label had to 
be attached to the towels, and retailers had to be induced 
to stock the towels bearing this label. To help accomplish 


this, Cannon launched one of the largest trade paper cam- 


A similar program was followed in marketing Cannon 
branded sheets. Introduced in the late twenties, Cannon 
Sheets were first heavily advertised in trade publications. 
By 1935, national distribution had been secured and the 


advertising program was extended to include consumer 
publications. 


Once again, Cannon followed an identical pattern in mar- 
keting its branded line of women’s full fashioned hosiery. 
Trade paper advertising was started in 1937 and was fol- 
lowed by consumer advertising in 1940, after national distri- 
bution had become a fact. 


Not only has trade paper advertising played an important 
role in securing national distribution for Cannon Towels, 


GORDON COLE, 


Advertising Manager, Cannon Mills. Inc. 


Has spent all his business life in ad- 
vertising. Started in the advertising 
department of the old Chicago Eve- 
ning Post. Joined the advertising 
department of Vogue in 1914 when 
Ken Goode, Tom Ryan, Harford 
Powell and Abbott Kimball were his 
zontemporaries. After representing 
such publications as Vogue, Deline- 
ator and Good Housekeeping, joined 
Pedlar & Ryan where he served 
three years as an account represen- 
tative. Assumed charge of all Can- 
non advertising in 1934. Has been 
on the Board of Directors of the Asso- 
ciation of National Advertisers for 
the last five years, and is at present 
Vice-Chairman of its Board and 
Chairman of the Magazine Commit- 
tee. 


. ‘ : ; At th 

paigns ever run by a textile manufacturer. Sheets and Hosiery, but it has continuously supported their in Cl 

sale after distribution has been secured. Today Cannon is — 

The success of this campaign is a matter of history. In using more trade paper space than ever before in its history. re 
less than three years Cannon labelled towels were on sale : 


from coast to coast, and in 1924 advertising featuring Can- 
non Towels began to appear in consumer media. 


Full pages and double spreads in thirteen separate trade 
publications is Cannon's 1941] testimonial to its importance 
and its effectiveness. 


TRADE PAPER ADVERTISING MOVES THE MEN WHO MOVE THE MERCHANDISE! 


ELECTRICAL MERCHANDISING 
330 W. 42nd St., New York 


HOUSE FURNISHING REVIEW 
1170 Broadway, New York 


JEWELERS’ CIRCULAR - KEYSTONE 
100 E. 42nd St., New York 


| THIS ADVERTISEMENT IS ONE OF A SERIES 1 TO STIMULATE GREATER 


St a em 


SUPER MARKET MERCHANDISING 


NATIONAL FURNITURE REVIEW 
666 Lake Shore Drive, Chicago 


45 W. 45th St., New York 


AMERICAN LUMBERMAN 
431 S. Dearborn St., Chicago 


BOOT AND SHOE RECORDER 
100 E. 42nd St., New York 


DEPARTMENT STORE ECONOMIST 
100 E. 42nd St., New York 


DRY GOODS JOURNAL 
1912 Grand Ave., Des Moines, Iowa 


ELECTRICAL DEALER 
360 N. Michigan Ave., Chicago 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


HOW DURA-GLOSS HAS SHIFTED COPY APPEAL IT'S 50,000 WINNERS OF CFAC HONORS 


Tc T= me Thee 
NEW WAY FINGERNAIL: «FINGERNAIL 
WAIL POLISH yyRA-GLOSS Sune WAY w aur 


New Po sit Po 
| gov.or Nor! Polish Noi! Polish 


a 


E. J. Poag, assistant general sales man- 
na ree = ager of Dodge, gets the lowdown on the 


PURA-GLOSS i increase to 50,000 watts in the power of 

jess pogepesesees ae aromeronns DURA-GLOSS ; KIRO, CBS affiliate in Seattle, from H. J. 
Quilliam, general manager of the sta- 

Single column layouts featuring the ‘fingernail bottle cap" which introduced tion. The power boost goes into effect 

Dura-Gloss in the spring of 1939. The current campaign (right) dramatizes July |. 

fingernail beauty by means of illustrations showing feminine hands in a variety 

of familiar poses. Apri! insertions use this knitting shot, while May ads will show 


a girl putting on her hat. H. M. Kiesewetter is the agency. NEW SOFT-WEVE 


COMPANION DISPLAY UNITS FOR STORES 


The first new product introduced by 
Scott Paper Company since 1932, and 


These two companion displays for Bates spreads, made by Kay Displays, Inc., are the fourth in the company’s retail line, 
for window and counter use in retail stores. They are made of wood and shaped is Soft-Weve, a facial quality double 
wire, and the inserts are interchangeable. sheet toilet tissue. 
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SPOKANE PAPERS SHOW SALES POSSIBILITIES OF THEIR MARKET 


, 
«ith RED CROWN 


” - : ’ (*) starts just tke thet 
: as | + 


re Cyr 1" 
At the speakers’ table when the Spokesman-Review and Spokane Daily Chronicle showed a color movie of “the inland empire” , 21 
in Chicago last week were, left to right: A. G. Glavin, direc or, New England Newspapers Advertising Bureau, Boston; See 
Victor Hackler, Chicago manager, Associated Press: James M. Shryock, manaaing director, Audit Bureau of Circulations; Fred 
Dickinson, Western manager, Bureau of Advertising, ANPA: Arba Irvin, John M. Woodward, Inc.; Tom J. Turner, advertis- 


"g director of the Spokane papers; G. D. Crain, Jr., publisher, Advertising Age; Gunther Baumgard, Chicago Association Some of the advertisements which won top honors for 1940 in the Chicago Fed- 
of Commerce; and Leo Nejelski, Pepsodent Company. The photograph was sent to Spokane by wirephoto and appeared erated Advertising Club's second annual advertising awards competition. (Story 
on the streets there before the luncheon ended. on Page 6.) 


THREE-DIMENSIONAL DISPLAY FOR BARRETT PAINTED BULLETIN BOOSTS SNUFF SALES AMONG DEFENSE WORKERS 


ASPHALT SHINGLES 


TOUGH Bawailjul 


" RS WOR ’ . 
TOO re weatee® ss FT gg CHAMM ANC Bey — This bulletin, on U. S. 51, highway leading to the main entrance to the British-Du Pont powder plant, has helped make 
} aa svete i Garrett's All-American snuff a leading seller among industrial workers. Wherever smoking is prohibited or inconvenient, 
the Memphis branch of General Outdoor Advertising Company posted such appeals to the tobacco chewing market. Mass 
ompany is supplying this three-dimensional window display to dealers movement of industrial workers from one section of the country . another is said to have created keen snuff-brand com- 
handle its asphalt shingles. The ring'’s ropes are actual cord. petition in industrial areas. s 
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Democracy has survived in the world not through superior weapons of war butf *:: 
through the superior valor and fortitude which Democracy itself engenders. But to 
imbue men with these qualities, Democracy must be more than a word in the language: 
it must be understood, appreciated, revered. It is therefore vital that America be kept 
aware of what Democracy is and all that it implies. The newspapers of the United wf 


States, in performing this service, are proud to act as the country’s first line of defens¢ 


LOS ANGELES TIME 


One of America’s great newspapers 
... dedicated to the American way of life 
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